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True Temre TEMPER 


FORKS SHOVELS 

HOES AXES 
HAMMERS 
HATCHETS 


CULTIVATORS 


SEEDERS | g\SHING ROpg || 


REPAIR | pND LURES 
HANDLES 


e August sales can be helped by featuring necessary 
**TRUE TEMPER” Tools. For the tourist and camper 
a hand axe—for the home owner a lawn rake—for 
the tourist, camper and gardener, a shovel... 
Display these tools and you will find many extra 
sales coming your way. Write us for free display 
material. It’s gladly furnished at no cost to you. 


THE AMERICAN FORK & HOE CO. 
Makers of Essential Tools 
CLEVELAND « OHIO 


* Prices slightly higher west of Denver 
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STOCK and DEMONSTRATE the 


-Y¥ A LE ~ 
ROTARY BOLT DEADLOCK 


(No. 2192) 
“The lock that sells itself” 


This remarkable lock makes an instant hit 
with people who want a lock that gives the 
highest degree of protection. When they 
hold it and operate it, they realize at once 
the dependable security it gives. To demon- 
strate the No. 2192 is to make many sales. 
Note these three outstanding features: 


The % inch bolt turns as it I Case and strike are made from highest 
enters the strike, holding the grade of malleable iron, making them prac- 
case and strike together in a tically immune from breakage. 


grip of solid steel. 
2 The unique rotary bolt is of case-hard- 








@ This is one of the extensive ened steel which will stand up against 
line of YALE Deadlocks. Stock - attempted jimmying or sawing. 
and display them. Ask your job- :B The famous YALE Pin-Tumbler Mech- 





ber about the YALE Lock Mer- anism is enclosed in the YALE Flush-Type 
Cylinder which prevents attack by pipe 
wrench, and the scored cylinder is equipped 


with YALE Mushroom Drivers which make 


it virtually immune from picking. 





chandisers, or write us direct. 











THE YALE & TOWNE MFG. CO., Stamford, Conn., U. S.A. 
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Assortment No. 121A 
QUICK SELLING 


ASSORTMENTS 


fof popular numbers. They 
boost sales. 


No. 670 


Who buys screw drivers from you? Machinists — carpenters — cabinet 
makers — automobile service men — electricians — farmers — hobbyists 
— occasional users? 

Their needs and preferences in screw drivers vary as widely as their 
preferences in clothes .. imagine trying to run a men’s wear department with 
brown suits only. 

The machinist wants a super steel blade; the auto mechanic, an unbreak- 
able handle for pounding; the carpenter looks for a large comfortable 
handle; an electrician’s screw driver must be well insulated. The cabinet 
maker requires a narrow blade with sides of tip parallel. The occasional 
user looks first at the price. 

You need a balanced line of screw drivers. For over a quarter of a century 
most dealers have found this line to be STANLEY. They are finding it more 
true today than ever before. 


No. 1006, 


Assortment No. 20A 
DISPLAY STANDS 


that fit on a table or fasten 
to the wail . . that sell more 
screw drivers. 


STANLEY TOOLS 


Nen britain Connecticut 
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sell more 
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hos the past twenty years 
Good Luck Jar Rubbers have 

sold by demand. Jobbers and 
dealers who have stocked Good Luck rings 
year after year have not only maintained vol- 
ume but have built a consistent repeat busi- 
ness which has been extremely profitable. 
Standardize on Good Luck. : 


GOOD LUCK* 
Jar Rubbers 


BOSTON WOVEN HOSE & RUBBER CO. 


Makers of quality Rubber Goods for more than 50 years Ct ey 


Works: Cambridge, Massachusetts 
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Postal Address: Box 1071, Boston, Massachusetts 











URGE YOUR CUSTOMERS 
TO TEST THESE FILES 


Nicholson, Black Diamond and McCaffrey 
Files are always ready for any test. Tell your 
customers to give them a good one—a test on 
machinery steel. 

Tell the file buyer to watch how these files cut 
—to notice how the tough steel melts away as 
up to 3 times as many cutting edges per square 
inch go to work. 

Then tell your customers to examine the tooth 
points. Nicholson, Black Diamond and McCaf- 
frey Files will be ready for more work when 
other files are ready for the discard. 

Sell by telling your customers to test the great- 
est files produced in a generation. 

At your hardware wholesalers or mill supply 
dealers. Nicholson File Company, Providence, 
R. I., U. S, A. 


A FILE*FOR EVERY PURPOSE 
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of Oil-burning HEATERS 


Whatever your customers’ heating problems may be, you can solve 
them with the new Florence Heaters. For Florence looks forward to 
winter with the most complete line of oil-burning heaters ever offered: 
new beauty in modern designs with rich brown Peppertone porcelain 
finish; new comfort, convenience and economy; improved features, 
greater value—and a model for every need and pocketbook. 
Remember, Florence Products are dependable, backed by 64 years’ 
experience, endorsed by experts, and priced to give amazing value. 


to help you SELL 


This year Florence has a new plan that will help you make 
sales that stay sold! And, in addition, there will be adver- 
tising, window displays, direct mail, newspaper mats—all 
better than ever before, all working for you in a market 
that is growing by leaps and bounds. Write for catalog 
with full details, and ask about the Florence Budget Plan. 
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22. Mcdern / 
Heaters 


The All-round Florence | 
Line of Oil-burning Heaters 
includes powerful vented 
Circulating and Radiant 
Heaters with Sleeve Type 
or Pot Type Burners; non- 
vented Cabinet Heaters \ 
with Wickless Kerosene \ 
Burners; Kitchen Heaters, 

Garage Heater, Portable 

Room Heaters. Heating ca- 

pacities range from 1,400 

to 7,250 cubic feet of space, 

at zero. Also Range Oil 

Burners for kitchen stoves, 

parlor heaters, hot air or 

hot water furnaces. 


FL 


























FLORENCE STOVE COMPANY 


& General Offices and Plant, Gardner, Mass.; Western 
Offices and Plant, Kankakee, Ill.; Sales Offices: Mer- 


(2) chandise Mart, Chicago; New York, Boston, 


OIL RANGES - GAS RANGES - HEATERS - RANGE BURNERS Atlanta, Dallas, Detroit and San Francisco. 
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WANTED... 


12 Hardware Dealers 
To Serve On a Jury 


The case before you is the POPULARITY of 
Union Hardware — vs. — other brands of roller 
skates. For evidence let us consult the differ- 

ent Hardware Jobbers’ Catalogs. 














In a recent check-up of 70 of these catalogs, which 
included the leading Hardware Jobbers of the U. S., 
64 Jobbers listed and carried Union Hardware Roller 
Skates—33 of these Jobbers carried 


UNION HARDWARE 


Ball- Bearing 
Extension Roller Skates 


EXCLUSIVELY. The brand of roller 





skates that stood second highest on the list 
was carried by 14 Jobbers. The brand that 
ranked third highest was carried by 11 Job- 
bers. Only 4 Jobbers carried any ONE 
other brand exclusively. 


In other words if 49 of the total number of 
70 Jobbers added Union Hardware Roller 
Skates, the next highest brand would still 
be behind Union Hardware in the count. 


The point to consider is that the POPU- 











No. 130 
For Men 
No. 130 L 

For Women 











LARITY of merchandise is determined by 
the DEMAND— 

Hardware Jobbers do not carry roller skates 
or other goods for which there is no Retail 
demand. And in turn, Hardware Dealers do 
not carry brands of roller skates for which 
there is no customer, or consumer demand. 
Gentlemen of the jury—be governed by the 
facts—if you consider the listings of 64 out 
of 70 Hardware Jobbers a sufficient majority 
to prove the POPULARITY of ONE brand 
of roller skates over other brands—render 
your verdict accordingly. Thank you! 


Patterns for boys and girls, men, women and children of all ages. 


YOUR JOBBER WILL SUPPLY YOU 


Send for Catalog No. 15. It illustrates and describes the complete line. 


(iBEeEWEE Oe 
HARDWARE COMPANY 


REC.U.S.PAT. OF F ESTABLISHED i854 


pena. ai, hemmed, Pmege), I.E 


NEW YORK OFFICE 


ISI CHAMBERS STREET 
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Coleman 


OIL BURNING | 











HEATERS / 


PROVIDE 
A NEW 2-WAY 
HEATING 
SERVICE 
AT LOW COST 


| HEAT-A-JUSTOR 
DOORS 


CONSTANT 
LEVEL VALVE 


PROFITS with Our 
FRANCHISE DEALER PLAN 


Here’s a Franchise Dealer Plan that gives you real sales opportunities with this modern, 
first-quality line of new Coleman Oil Burning Heaters. Brand new, with unusual 
features that assure you of easier selling, faster turnover, and worth-while profit. 


Heat-A-Justor Doors radiate heat into a “Focused Comfort Zone” when open. 
Low Operation Cost —Uses inexpensive fuel oil...80 to 85 per cent heat recovery. 
A Constant Level Valve—regular equipment on all Coleman Oil Heaters...insures 
a regular flow of fuel and uniform heat... eliminates overflows ...makes possible 
the use of an outside fuel tank. 

New Duroplastic Enamel Finish will not crack, chip or peel. Attractive tones 
harmonize with almost all furnishings. 





HE AT. A J UST 0 R a Senet models at prices bw meet ene 
“R’ mands of all of your customers. The Coleman is a line 
0 on which it is really worth while to concentrate your MODEL NO. S21A a 
sales efforts. Do you want this sales opportunity? Then DeLuxe Heater finished in 
write or wire today for details about our complete line two-tone Brown Duroplastic 
of heaters and our new Franchise Dealer Plan. Enamel; 10-inch Burner. 


THE COLEMAN LAMP AND STOVE COMPANY 


GENERAL OFFICES: WICHITA, KANSAS, U.S.A. 
BRANCHES: PHILADELPHIA, CHICAGO, LOS ANGELES (OD-4) 


Ppa at ER 










MODEL NO. 824 

Standard Heater in 

2-tone Brown Duro- 

— Enamel fin- 
ish. 





MODEL NO. 822 


Brown Porcelain 
Enamel finish. 


OPEN Heat-A-Justor Doors! 
Mirror-like surfaces radiate 
heat into a focused comfort 
zone. CLOSE doors! Fresh, 
healthful heat circulates into 
every nook and corner of 
the room. 









MODEL NO. 825 


Brown Porcelain 
Enamel finish. 
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HEATERS 


KEBO 


CABINET 














streamline beauty of appearance; a choice of two 
smart finish treatments, including a striking 
absolutely new bronze baked enamel; extra heavy 
gauge steel cabinets; baked enamel inside and 
cut; scientifically designed automatic wickless 
type burners of extra large capacity; six models 
including two combination heater and 
cooker units—these are some of the rea- 
sons why Kera- Therm spells “Sales Appeal” 
in such large capital letters. Use the coupon 
for further details. 


@ Meet the beautiful Kero-Therm Cabinet 
Heaters—a completely new line of profit- 
builders by the manufacturers of the famous 
Duo-Therm fuel oil burning space heaters. 
Here is a perfect companion line to the fast- 
moving Duo-Therm units—in styling, in con- 
struction and in performance, these 
modern kerosene burning heaters con- 
tinue the traditions of quality which 
have made Duo-Therm the standard 
of excellence wherever modern oil burn- 
ing heaters are sold and used. Smooth 


F Duo-Therm—The Heater With the 
“Thrift- Zone” 


Thrift-Zone Performance! Extra cleanliness, comfort, economy. Your 
prospects will demand this headline feature when they buy. Sell Duo- 
Therm—and you'll outsell all others. America’s finest and most beau- 
tiful line. . 


Glorifying the American Kitchen 


As efficient as it is beautiful, as convenient as it is practical, the new 
. . / . . 

1936 Duo-Therm fuel oil burning range has everything it takes for 

sales leadership in the modern market. Ideal for town or country. 


























AN, Also included in this outstanding line of oil burning 
Ft soy the household appliances is the sensationally economical 
h A _ disP Duo-Therm automatic oil burning water heater. A 
anal iii Baik ey? ro Vi at ket best-seller twelve months out of the year. 
tle 2’ e 
el We i” itu RT 


Motor Wheel Corporation, Heater Division 


on 18 
40 oO , “pe: 
- applio™ are cotete* . LIN Lansing, Michigan. HA362 
x 
piovseh° we pic AG d Gentlemen: Please send full details of the Kero-Therm 
New Cc and Duo-Therm line of oil burning appliances: 
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[Left] The ABC butt-welded chrome 
steel shell showing match ignition 
and the ALL-STEEL base sepa- 
rated to show its construction. 
[Right] The ABC one piece valve. 





We urge you to communicate 
with the following Manufacturers 
for the best in Oil Burning Stoves 
and Ranges. 


ADVANCE STOVE CO. 
Evansville, Ind. 


ALLEN MFG. CO. 
Nashville, Tenn. 


ANDES RANGE & FURNACE CORP. 
Geneva, N. Y. 


CHATTANOOGA STAMPING & 
ENAMELING CO. 








Chattanooga, Tenn. Just as the range and heater manufacturers listed on this 

page have long enjoyed reputations for high quality and 

EARLY FOUNDRY co. service, so too, the ABC Stove Burner has won nationwide 
Dickson City, Pa. recognition as an article of unquestioned merit. 

GOHMANN-KAHLER CO. ABC Stove Burners embody many superior construction fea- 

New Albany, Ind. tures found in ABC alone. Only ABC has convenient match 

ignition. Only ABC has the famous All-Steel base and 

— — co. burner shells that are simple to clean and quick to heat. Only 

a ABC has interchangeable, butt-welded chrome steel shells. 

MT. VERNON FURNACE & MFG. CO- Only ABC has the one piece valve that feeds oil through a 

Mt. Vernon, Ill. tapered slot, eliminating clogging, air pockets and leaks. 

Naturally, these burners give superior results. It is this fact 

eee ey 0. that has led all these manufacturers to choose ABC as the 

F one burner that measured up to the high quality of their 

ODIN STOVE CO. stoves and heaters. This combination of fine products has 

Erie, Pa. resulted in heating and cooking equipment UNSURPASSED 


in appearance and dependable performance. 


OHIO FOUNDRY & MFG. CO. 


We take pride in our association with these manufacturers 


Steubenville, Ohio . : 
and we earnestly recommend that dealers everywhere investi- 

ORBON STOVE|CO. gate the merchandise they produce. In so doing, they will 
Belleville, Ill render a valuable service, both to themselves and to the 





communities they serve. 


PREMIER STOVE CO. 
Belleville, Ill 


QUINCY STOVE MFG. CO. 
Quincy, II. 


UNDERWOOD STOVE CO. 
South Pittsburg, Tenn. 


Automatic burner Corporation 


U. S$. STOVE CORP. 1823 CARROLL AVE.,CHICAGO, ILLINOIS 
South Pittsburg, Tenn 
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Just 


Among 
Ourselves 


By CHARLES J. HEALE 
Editor, Hardware Age 


Texas Centennial— 


The Chicago Fair was larger in 
area but the Centennial Exhibit at 
Dallas, Texas, has better lighting 
effects—at least I think so. An- 
other marked difference is the at- 
titude of all Texans toward the 
Dallas show, as compared to Mid- 
west folk’s interest in Chicago’s 
two splendid fairs. In Chicago 
itself there was ample personal 
boosting but that was about all. 
Wherever Texans may live they 
are strong boosters for their Dal- 
las Show and most insistent that 
your Texas plans include a visit 
to Dallas to see their Texas Cen- 
tennial Fair. More compact than 
the Chicago shows, the Dallas ex- 
hibit is less tiring on the feet and 
more easily visited in the usual 
brief time available to the business 
man to visit such an exposition. 
It is really a wonderful show and 
should be seen. There is a Texas 
flavor to its promotion and its 
set-up which strikes you as soon 
as you reach the railroad station. 
And, if you have not already done 
so, be sure to read Saunders Nor- 
vell’s article on Texas, which ap- 
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peared in HARDWARE AGE on 
June 4, 1936. 


Colliers— 


In Collier’s Magazine for May 
23, 1936, is an editorial entitled 
“Consumers Are Voters, Too.” It 
is an attack against the Patman- 
Robinson Bill and any similar 
legislation which would eliminate 
unfair advantages enjoyed by 
chain and mail order firms in the 
competition for consumer busi- 
ness. The editorial doesn’t make 
sense to me. I don’t like the illus- 
tration which depicts “a con- 
sumer” (maybe a legislator) kiss- 
ing the cheek of an independent 
grocer, while across the street a 
chain store grocery is shown with 
a woman leaving the doorway with 
a full basket of foodstuffs. Inde- 
pendent retailers are not asking to 
be kissed, but while we are on 
the subject it might be said that 
all kissing so far has been enjoyed 
by chains and not on the cheek as 
shown in the Collier’s picture. In 
the editorial is much about the 
consumer’s rights to better prices 
and economies of distribution in- 





cident to large scale buying, etc. 
This sounds very well if you do 
not dig further into the facts of 
the case. 


Remember This— 


There can be no better prices 
for chain stores and mail order 
houses furnished by the average 
manufacturer unless he can make 
up for his reduced margins by get- 
ting a continued large volume 
from independent sources at full 
price. In other words, the esti- 
mated 27 per cent of merchandise 
moved through chains and mail 
order houses can only be supplied 
at lower costs if the manufacturer 
can continue to get 73 per cent of 
his business from wholesaler- 
retailer channels at the higher 
price with its greater margin. 
Once again, if there is to be a 
preferential price it should be 
given to the majority customer 
(collectively) and not to the group 
taking less than one-third. That’s 
a fundamental which Collier’s 
seems to overlook. 


The Ultimate— 


Carried to its ultimate conclu- 
sion, continued preferential prices 
to chains and mail order houses 
would entirely eliminate the in- 
dependent retail and wholesale 
groups. There would be all chains 
with their extremely low wages 
and then all goods would have to 
be manufactured to sell at the 
lower prices. Such an improbable 
conclusion would knock into a 
cocked hat all the good points 
about ‘the American standard of 
living. If you do not believe this, 
make some inquiry about chain 
store wages and prepare yourself 
for a shock. A strange sidelight 
on these chains is the indifference 
of labor union leaders, members 
and their families. They will boy- 
cott and/or picket on the slightest 
non-union attitude, yet support all 
kinds of chain groups paying less 
than good living standard wages. 


Cooperatives— 


From every side there is evi- 
dence that Consumers’ Coopera- 
tives are growing rapidly. This is 
particularly true in rural sections, 
but now with the great Filene, 
Boston’s department store owner, 
sponsoring and promoting the idea 
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for large city department stores 
the cooperative idea may have a 
city phase also. In many instances 
the farm cooperative groups have 
either implied state or federal 
sanction if not downright support. 
Dealers say that farm agents help 
organize cooperatives. If so this 
means that merchants pay tax 
money, some of which is used to 
put them out of business. 


Wisconsin— 


Last year the State of Wiscon- 
sin passed a strange law. It re- 
quires all children attending pub- 
lic schools in the state to study, for 
at least two years, the principles 
of cooperative marketing, classify- 
ing this new subject in the same 
breath (and legal paragraph) as 
reading, writing, spelling, history, 
geography, etc. Teachers will have 
to be posted on the subject to 
obtain a license to teach in Wis- 
consin. While cooperative market- 
ing ostensibly means cooperative 
selling of farm produce we all 
know that such organizations 
shortly develop into non-profit re- 
tail stores. Being non-profit cor- 
porations these groups are spared 
certain tax burdens which must 
be made up by those of us who 
are in business for a profit as a 
means of making a living for our 
families. Here again business men 
furnish tax money, part of which 
is used to injure their future se- 
curity. I am headed for Madison, 
Wis., now to get further particu- 
lars. These will be published in 


our next issue. 


Tea Kettles— 


From a bulletin of the United 
Retail Grocers’ and Delicatessen 
Dealers’ Association of Brooklyn, 
N. Y., Inc., I quote the following 
paragraph: “A well-known soap 
company recently placed an order 
for one hundred thousand tea ket- 
tles, presumably to be used as pre- 
miums. This means that the profit 
on 100,000 sales will be lost to 
hardware and house furnishing re- 
tail dealers in addition to the 
work which retail grocers will 
have to do without any pay ex- 
cept the doubtful profit which the 
sale of the soap may bring, be- 
cause soap has usually been a 
short margin item. If the deal- 
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ers who sell tea kettles do not 
resent this we shall be surprised 
and if the retail grocers will stop 
and consider the injustice of it, 
they will not participate in the 
deal.” I don’t know anything 
about this association, but am 
surely strong for the sentiment ex- 
pressed so wisely. 


An Idea— 


If this “free-tea-kettle-with-soap 
deal” is being pushed in your lo- 
cality I suggest that you buy some 
of this soap and give it away free 
with tea kettles, making the deal 
as closely competitive as to soap 
quantity and tea kettle quality and 
size, as possible. This will cost a 
little money but will bé very ex- 
cellent advertising for your store 
and will arouse further the or- 
ganized grocers. Retaliation may 
be a poor spirit from a moral 
standpoint, but I am increasingly 
impressed with the growing futil- 
ity of pushing out the “other 
cheek.” The grocers who agree 
with the idea of this bulletin are 
smart. If you have equally as 
smart grocers in your town (and 
you probably have) ask them to 
get you the soap at wholesale, so 
that between the two of you the 
tea kettle and the soap producers 
will learn a good lesson. Also, 
if soap is a short margin item for 
the grocer, how can a tea kettle 
be given away? This might be a 
good thing for the grocers to in- 
vestigate. Perhaps it is only a 
short margin item for the dealer. 
If you will not do this, or if you 
disagree with the idea, at least 
show the quoted paragraph above 
to every grocer in your town. 


Advertising— 


Seldom does a firm send a sales 
representative out on the road 
without the executive head of the 
business knowing something about 
him, his character, his energy, his 
personality, etc. Obviously, it is 
a vital matter to send out a man 
among the customers of the house 
who gage the entire company by 
this one man’s actions. The same 
care is not always used in adver- 
tising which firms distribute. But 
at Shapleigh Hardware Co., in St. 
Louis, Mo., W. G. Yantis, the 
president, looks at all proofs, 











reads their messages and scruti- 
nizes the choice and accuracy of 
color and illustrations. He is par- 
ticularly partial to accurate color 
schemes showing merchandise in 
its true colors and tones. The 
other day he showed me some ad- 
vance proofs on fall advertising. 
I was astounded at the realistic 
color scheme, even down to minute 
details showing the composition 
or texture of the actual products 
with which he compared his 
proofs. This worries the engraver 
and the printer, but when the job 
has been completed everybody is 
happier and more goods will be 


sold. 


Institutions— 


In every good business there is 
history to show that its founder 
built upon good principles that 
made his early efforts attractive 
and profitable. Such is the mes- 
sage left to the officers and em- 
ployees of the Witte Hardware 
Co., in St. Louis, Mo., by its 
founder, the late O. H. Witte. As 
president of the company, many 
years ago, he said over his signa- 
ture: “Sell every bill of goods so 
conscientiously and honestly that 
you can look your customer in the 
eye and ask him to buy again.” 
This fundamental message hangs 
over the firm’s elevator, large 
enough for all who pass to see 
it and read it and take to heart its 
fine inspiration. 


F air Trade Laws— 


The history of state fair trade 
laws has not been very encourag- 
ing. The first and probably most 
successful is the California Fair 
Trade Law, also known as the first 
junior “Capper-Kelly” bill. Some 
time this October this state law is 
due for the U. S. Supreme Court, 
where its life and usefulness will 
be decided through a test case in- 
volving a principle which interests 
all independent merchants. The 
decision will fairly well decide, 
for the time being, whether or not 
resale prices can be enforced 
where the manufacturer so desires. 
Watch for this decision, for on it 
will hinge and hang all similar 
state legislative efforts promising 
relief from price cutting. 
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A demonstration at Yungmeyer’s, Wichita, Kansas. 
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and.... 


build their workshops up with complete line 


OR 58 years hardware has 
Brie sold at 518 East Doug- 

las Avenue, Wichita, Kan., 
but never until September, 1933, 
had such over-the-counter hard- 
ware been sold there as the Yung- 
meyer Hardware Co. then begun 
selling. It was the month Charles 
W. Schumacher, president, and 
Sam Zuercher, secretary and trea- 
surer of the firm, took on power 
woodworking tools. 

At the time they had misgivings, 
but they have rejoiced ever since 
—and why not? Last year their 
volume of home workshop equip- 
ment exceeded $2,000 and this 
year it continues to rock along at 
a gratifying rate. “Livest depart- 
ment in the store,” Sam calls it. 

Scarcely a hundred dollars was 
invested in the first stock. The ini- 
tial order covered little more than 
a bench-saw, a jig-saw, a drill- 
press and several lathes, all small. 
These were mounted on a sturdy 
table -about half-way back in the 
store. Now the firm carries the 
full line of power tools made by 
one manufacturer, including 
motors and accessories. 


“Our experience,” says Mr. 
Zuercher, “was that the smaller 
models were the poorest sellers. 
After we found that out we began 
stocking the larger units. We have 
stuck to the same line right from 
the start and represent it exclu- 





A general view of the tool department 
of Yungmeyer’s, Wichita, Kansas. 


sively here in Wichita. That is an 
advantage. 

“Professional men are perhaps 
our best power tool customers. 
Most of them have had more leis- 
ure lately than ever and use it to 
expand their creative instincts. 
Younger men ‘who have had 
manual training in the schools 
are also ready buyers. Our line 
as now developed is really prac- 
tical equipment for a_ regular 
wood-working shop. We are be- 
ginning to sell tools to the owners 
of such shops. For a long time, 
of course, we have supplied the 
local manual training schools 
with a large share of their equip- 
ment. 

“We can always depend upon a 
heavy percentage of repeat busi- 
ness in this department. The sale 
of one tool usually leads to the 
sale of others to the same cus- 
tomer. Wood-working as an in- 
door sport is comparable to fish- 
ing, golfing or hunting. Each en- 
thusiast becomes proud of his 
equipment and is nearly always 
ambitious to have it complete. Al- 

(Continued on page 70) 
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The VanDervoort Hardware Co., Lansing, Mich., recently conducted an interesting exhibit in their display window, 
featuring woodworking machinery. Four high school boys turned out attractive lamps, stands, toys, knick-knacks, 
accessories and novelties. They were allowed to retail the finished product in their own interests. 
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Graters, shavers, stoves and silver polish dem- 
onstrated in the entrance of the Central Hard- 
ware Co. Store, Hollywood, Calif., create 


many extra sales. 


In Hollywood, California 





Central Hardware Co. Demonstrators are 


Starring in . 
sidewalk Selling 


outside store demonstration 

methods is making many 
extra sales for the Central Hard- 
ware Co., a fine large store lo- 
cated right on Hollywood Boule- 
vard. 

Hollywood with its 100,000 
people has one of the real busy 
“Main Street” business sections 
of the country. A rare combina- 
tion of ideal climatic conditions, 
a large nearby commuting trade 


GS onsite various items by 
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in addition to the local trade and 
the thousands of tourists who 
daily parade the business thor- 
oughfare to see what they can 
see, all go to make up a throng 
of sidewalk traffic. 

In setting out to capitalize on 
this interesting local situation, E. 
L. Harter, whose modern hard- 
ware store is located right where 
the foot traffic is heavy, tried out 
the idea of having a series of 
sidewalk demonstrations. His Cen- 













tral Hardware Co. store has the 
right site, and is physically 
adapted for such sales methods. 
The thirty-foot frontage allows 
for two good-sized side windows, 
plus a fine island center window, 
and also leaves plenty room for 
an outside demonstrator to work 
without interfering with the win- 
dow displays or hampering the 
natural flow of customers who 
wish to enter or leave the store. 
(Continued on page 41) 
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LL the letters I receive as 
A: result of these articles 
are not complimentary. 
The article about the conquest 
of Ethiopia was not pleasing to 
an Italian doctor and captain 
living here in New York. He ex- 
pressed his indignation at my 
views in terms that could not 
be misunderstood. Now there is 
a good deal of truth in what the 
doctor and captain had to say. I 
would like to meet him and talk 
over that article. I hope he will 
call. 


Another letter, an anonymous 
one, came from Newark. Pre- 
sumably, it was from a hardware 
dealer. Recently I referred to an 
electrical attachment as a “din- 
gus.” He did not like this. It 
convinced him that I was not 
posted on the hardware business. 
There is also a good deal of truth 
in what he wrote. Since my day 
as an active hardware man there 
have been a lot of new develop- 
ments in the hardware business 
with which I could be more 
familiar. Take electrical supplies, 
for instance. Almost all of them 
are new. They have come into 
the market since my time. I will 
have to set aside a week and 
study the electrical supplies sold 
in hardware stores. I see from 
the catalogs that there is quite 
a line. 

On a trip I made to Washing- 
ton last week, about which I 
shall write more later, I stopped 
at a garage in Baltimore. This 
garage carried in stock a large 
line of automobile tools. They 
were all practically new to me. 
I didn’t even know their names. 
So I will have to post up on this 
line of tools, too. 

In these days I don’t receive 
many real thrills. My life seems 
to run very smoothly and un- 
eventfully. But last week some- 
thing happened, and while my ad- 
venture was not strictly in the 
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A Vacation Pilgrimage 


By SAUNDERS NORVELL 


hardware line, I shall tell you 
about it. Possibly as it is vaca- 
tion time you may go and get 
the same thrill. 

* 7 * 

One of the most beautiful 
memorial monuments in the world 
was built by the Shah Jahan in 
Agra, India. This monument 
mausoleum was built in memory 
of his wife, Mumtaz Mahal. He 
was heartbroken at her death, 
and decided to express his un- 
dying love for her by building 
the thost beautiful tomb in all 
the world. That was a long time 
ago, but the Taj Mahal, as it is 
called, stands today even more 
beautiful as a result of the pass- 
ing of time. The sheer beauty of 
this building takes your breath 
away. It is in perfect taste. Its 
delicacy reflects the light of the 
feminine human soul. As seen by 
moonlight it is so lovely it does 
not seem real, it is like a picture 
in a dream. The entire effect is 
one of delicate lightness. The 
Shah Jahan and his architects in 
the work they did not only gave 
tribute to the virtues of Mumtaz 
Mahal, but they also demonstrated 
that they themselves were artists 
of rare skill, taste and under- 
standing. Their monument had 
stood the test of the centuries. 
The Taj Mahal today, as the day 
it was built, reflects one of the 
highest expressions of loving 
memory of which the human 
race is capable. 


* * * 


After reposing for years in a 
simple grave at St. Helena, Na- 
poleon’s body was disinterred and 
with great pomp and ceremony 
buried in a tomb in Paris. In 
his last will Napoleon had ex- 
pressed the hope that his body 
would eventually rest in France 
among the people he had loved 
so well. 

The tomb of Napoleon is in 
the Church of the Invalides. This 


church is surmounted by a golden 
dome. The visitor walks up a 
few steps and enters a circular 
balcony immediately under this 
dome. Looking down he sees a 
solid black sarcophagus in which 
rests the body of Napoleon. 
Around the walls stand symboli- 
cal figures. Written in mosaic 
are the names of the battles he 
fought and over them are draped 
the ancient battle flags of his 
regiments. 

The dome and the tomb and 
the arrangement of the lights are 
impressive, but just beyond the 
tomb is a sort of altar built en- 
tirely of stone. The long columns 
on each side of this altar are in 
the shape of corkscrews. The 
whole effect of this altar is tawdry 
and out of keeping with the dig- 
nity of the tomb itself. I can 
remember that even at the high 
altar of St. Peter’s in Rome there 
were the same corkscrew columns. 
They must have been imagined 
and devised by some architect 
with a corkscrew mind. These 
columns, for me, spoil the effect 
of Napoleon’s tomb and they also 
spoil the artistic effect of the high 
altar in St. Peter’s. Why take a 
beautiful piece of stone and form 
it into ‘a twisting and turning 
shape that looks as if the column 
itself were actually suffering? 


* % * 


In Moscow in the great square 
just outside of the Kremlin, in 
a low squat building, lies the 
body of Lenin. Of course, you 
know that his body was carefully 
embalmed by a secret process and 
now is under glass so that he 
can be seen lying as if he were 
peacefully asleep. Thousands of 
pilgrims visit his mausoleum every 
year. His tomb has become the 
national Russian shrine. 

The building, however, does 
not seem to make any appeal 
whatever to any form of beauty. 
It may have been built to con- 
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vey the idea of simplicity and 
strength, but to me even in rep- 
resenting strength there should be 
proportions that in themselves 
will convey the idea of a certain 
beauty and dignity. But there is 
no beauty at all about this mau- 
soleum. In fact, it appears as 
if it were only temporary. Pos- 
sibly it is. Perhaps later the 
Russians will build a great ar- 
tistic monument to the memory 
of Lenin. 

Being able to see the dead 
man is, of course, the apotheosis 
of realism, but one does not 
descend the steps with a pleasant 
feeling. There is no elevation of 
the spirit. Lenin is just Lenin. 
Nothing has been done by the 
artists to add to his height or 


stature. 
* ot * 


I do not remember any super- 
lative monumental buildings to 
individuals in either England or 
Germany. Of course, there are 
statues and pillars, like the one 
of Nelson in Trafalgar Square in 
London. But these are not in line 
with the great monuments about 
which I am writing. England, of 
course, has Westminster Abbey 
and St. Paul’s, where she buries 
her great. The kings of England 
are buried in a chapel uear the 
castle of Windsor. 

In ancient days, of course, 
there were monuments and tem- 
ples erected to gods. In Egypt 
the Pharaohs perpetuated their 
memories by building the Pyra- 
mids. 

Of course, I know that there 
are buildings in various countries 
erected in honor of the great na- 
tional dead, like the Pantheon in 
Paris. But these buildings are 
not for one man. They are for 
many men. About twenty miles 
from Madrid I once visited the 
national mausoleum of the Span- 
ish kings. In one of the buildings 
you descend into a crypt whose 
walls are lined with shelves, and 
on each shelf there is a coffin in 
which rests the body of a Spanish 
king. It is a curious fact that 
when I was there, just a few years 
ago, there was just one space left 
for a king’s coffin. 

In Vienna the kings and mem- 
bers of the noble families are also 
buried in a crypt. You can see 
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their coffins of silver and copper. 
There lies Mary Louise, second 
wife of Napoleon, and his son, 
the King of Rome. But these 
burial places are not at all im- 
pressive. There are too many 
kings and nobles in these caskets. 
The crypts seem to be overstocked 
with them. I don’t see how such 
an arrangement can arouse any 
emotion. 

Ferdinand and Isabella, the 
great king and queen of Spain, 
are buried in Granada. They are 
in a dark crypt under the floor 
of the cathedral. You descend 
damp steps, the guide lights a 
taper and waves it in the dark- 
ness and you see two stone cas- 
kets. They are certainly not 
impressive. 

The supposed body of Christo- 
pher Columbus is in a cathedral 
in Seville. He has a most re- 
markable tomb. There are four 
statues of kings of Spain of heroic 
size. Over their shoulders they 
have great spears and on these 
spears rests the coffin of Colum- 
bus. This is a very striking 
mausoleum, but again it is in a 
cathedral, where rest the bodies 
of many other great Spaniards. 


* * * 


Here in New York, on River- 
side Drive, we have the tomb of 
General U. S. Grant. This build- 
ing is simple and strong. In a 
way it characterizes the strong, 
simple character of General 
Grant. The site is an impressive 
one, overlooking the Hudson 
River. The building is of granite 
and you ascend to the main en- 
trance by a long flight of steps. 
As in Napoleon’s tomb, you enter 
a balcony and look down upon 
the stone sarcophagus of the 
great American general. Here I 
find it very difficult to express 
myself. I am just trying to give 
you my own impressions exactly 
as they were. In this tomb one 
has no feeling of inspiration. It 
is just a tomb. The granite blocks 
look just like what they are— 
heavy blocks of stone. Somehow 
there is something missing, but 
while I stood there and tried to 
grasp the missing emotion, it 
eluded me. 

It is not generally known that 
after General Grant’s death in 
Mount McGregor, there was an 


effort made by the monument 
association to have his tomb 
placed in Central Park. The park 
authorities resisted this idea, how- 
ever, and at the time there was 
quite a lot of controversy and 
some rather bitter feeling aroused 
by the refusal of the park au- 
thorities. It was finally decided 
to place the tomb in its present 
location, which, in my judgment, 
is far more impressive than any 
in Central Park, also more fitting. 

The location of Grant’s tomb 
on Riverside Drive facing the 
Hudson as a site is far more im- 
pressive than that of Napoleon’s 
tomb which is quite a distance 
from the river Seine. 


* * * 


So much for a brief history 
of monuments to the world’s 
great. 

On my trip to Washington last 
week I carried out a pilgrimage 
I have long had in mind. I wished 
to see the Lincoln Memorial. So 
one afternoon I found myself 
facing this monument. It was 
about three o’clock in the after- 
noon, and the shadows of the 
bright sunshine brought out the 
lines of the building. Looking 
at it I had one of the thrills of 
my life. It is beautiful! It is 
of pure Greek-Doric architecture, 
but the Greek temples usually 
only had columns in front. In 
this monument to the Great Eman- 
cipator, the Doric columns are 
on all four sides. The propor- 
tions of the building are perfect. 
A long flight of steps leads up 
to the entrance. And just inside 
is the enormous sitting statue of 
Abraham Lincoln. The whole 
architectural idea, of course, is 
Greek in its inception. In the 
Greek temples the god was en- 
throned in the central hall of the 
temple. And the impression con- 
veyed in the Lincoln Memorial 
is almost that of Lincoln as a 
god. 

In this monument there seems 
to be nothing left to be desired. 
The location is beautiful. Its 
Greek columns are reflected in 
the still waters of a lagoon. And 
facing the Memorial is the Wash- 
ington Monument. But one does 
not compare with the other. The 
monument to Washington, after 

(Continued on page 68) 
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CHARLES C. READ’S 
qualifications for membership 
in the Harpware Ace Fifty- 
Year Club are most unique. Mr. 
Read is proprietor and trea- 
surer of the Read Hardware & 
Paint Co., retail, Ocean City, 
N. J., and is also a traveling 
salesman for the Supplee Bid- 
dle Hardware Co., wholesale, 
Philadelphia, with whom he has 
been associated for more than 
51 years. In addition, Mr. Read 
has served as State Senator, 
Cape May County, N. J., from 
1927 to date. Prior to becom- 
ing affiliated with the Supplee 
Biddle Hardware Co., in 1884, 
he had worked in the hardware store then being operated 
by James K. Street at Camden, N. J., where he began his 
employment as errand boy and assistant clerk at the age 
of 14. His first position with the Biddle Hardware Co., 
as the firm was then known, was as an order clerk, and 
after he had been with the company for three years, he 
became a traveling salesman for the company in New Jer- 
sey, Pennsylvania, Delaware and Maryland. In 1912, he 
and D. P. Paiste formed a partnership and started the 
retail hardware firm known as the Read-Paiste Hardware 
Co., which is now known as the Read Hardware & Paint 
Co. The store occupies the first and second floors of quar- 
ters 60 ft. wide and 100 ft. deep at 848-854 Asbury Ave., 
Ocean City, N. J. He has also served as president of the 
Ocean City National Bank. At 67, his favorite hobby is 
selling hardware, and he has taken a great deal of pride 
in exploding the fallacy that a salesman could not sell 
goods on Saturday, but in all his traveling experience he 
has never worked on Sunday. He says that his policy on 
the road has been to hustle himself; to refrain from sell- 
ing his customers more than he thought they could sell, 
and to treat them fairly in every respect. 





CHAS. C. READ 
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FREDERICK J. READER, SR. 


FREDERICK J. READER, 
| SR., owner and manager, F. J. 
Reader & Sons, retail hardware 
and implements, Scottsville, 
' Mich., has recently completed a 
| half-century of service as a hard- 
| ware store proprietor. Late in 
1885, he left his birthplace, Hen- 
| derson, N. Y., and went to Scotts- 
ville, where three of his brothers 
were located, and where he ob- 
tained employment as a wood 
cutter at $20 per month, with 
$3.50 per week of this wage be- 
ing expended for room and 
© board. In March of the following 
& year, with the aid of his brothers 
— and their pooled resources of 
© $420, he purchased the stock of 
| Welch & Son, who were then 
operating a local hardware store. 
During the years that followed 
the firm was forced to build, or 
move to larger quarters on sev- 
eral occasions and expanded its stock and facilities several 
times. It is now one of the largest and most complete 
hardware stores in northern Michigan. The firm’s,golden 
anniversary was recently commemorated with a most suc- 
cessful anniversary week celebration and sale. A son, 
Fred Reader, Jr., has been associated with the business 
since 1916. At 70, Mr. Reader’s favorite hobby is garden- 
ing, and he derives a great deal of enjoyment from having 
one of the finest gardens in the vicinity. 


B. F. BAUER, president. 
The Salt Lake Hardware Co., 
Salt Lake City, Utah, at 71, has 
entered his fifty-fourth year as 
a member ‘of the hardware in- 
dustry. His affiliation with the 
trade began, when as a youth 
of 18, he secured a position as 
order clerk with the hardware 
firm of Pratt & Co., Buffalo, 
N. Y., in 1882. He remained 
on his first hardware job for 
three years before leaving in 
1885 to accept another hard- 
ware position in Chicago with 
the Wells Milligan Co. After 
four years in the latter posi- 
tion, he severed the connection, 
and in 1889 organized the company which he now heads, 
and with which he has been associated for more than 
forty-six years. Mr. Bauer says that he has no favorite 
hobby, and declares that his business is his chief pastime. 





B. F. BAUER 
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By A. H. DREHER 


NTIL recently, millions of 
‘ | rural dwellers living be- 

yond the limits of gas and 
electric power lines were little 
interested in kitchen moderniza- 
tion. Truly modern kitchens were 
not available to them, so that 
hardware merchants with such 
rural trade were unable to de- 
velop the profitable sales incident 
to kitchen modernization activi- 
ties. 

Today rural homemakers any- 
where can have modern kitchens 
as attractive in both appearance 
and convenience as those avail- 
able to city homes even though 
they live beyond electric lines 


and gas mains. The modern oil- 
burning kitchen offers excellent 
opportunities to alert hardware 
dealers who are prepared to de- 
velop rural business. By “de- 
veloping” I mean going out after 
it—outside selling, not only of 
the two major appliances shown 
here but additional complemen- 
tary equipment. 

The development of the cabinet- 
type oil range and the oil-burning 
refrigerator, harmonized in line 
and color, constitutes an impor- 
tant advance toward a completely 
modernized rural kitchen. Since 
the introduction of these two ap- 
pliances, one furniture manufac- 


turer has brought out a kitchen 
cabinet that matches them in line 
and color—cream-white with 
black trim. 

The refrigerator shown here is 
the modern version of the one 
which eight years ago pioneered 
the extension of this convenience 
beyond electric lines. It gets its 
power from a little kerosene, used 
once a day to activate the refriger- 
ant. No outside connection of any 
kind is required. It has no mov- 
ing parts to wear out or get out 
of order; thus, it is said that ser- 
vicing problems are practically 
eliminated. 

Both water and air are used in 
this refrigerator for the condensa- 
tion necessary to the making of 
refrigeration, but running water 
is not required. The water is used 
in much the same way as in an 
automobile. Once the condenser 
is filled, positive, dependable 
cooling is assured no matter how 
hot the weather, according to the 
manufacturer who points out that 
the dependability of the refrigera- 
tors has been proved by eight 
years of service not only in thou- 
sands of American homes but also 
in tropical countries such as 
India, Central America, Central 
Africa, and the Philippine Islands. 

The cabinet oil range, with 
burners and fuel reservoir con- 
cealed, is finished in porcelain 
enamel and unquestionably is as 
attractive in appearance as the 
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—new merchandising opportunities for hardware 


merchants, in selling oil-burning kitchen equipment 


Courtesy Perfection Stove Co. 


The modern oil-burning kitchen offers 


finest modern gas or electric 
range. The five burners are easily 
reached for lighting by dropping 
the hinged panel at the front, 
which may be left open or shut 
while the burners are operating. 
Placing the oven at cooking-top 
height was determined upon after 
a nation-wide survey which, the 
manufacturer says, showed that 
rural housewives prefer ovens at 
that height to avoid stooping and 
heavy lifting. The range is avail- 
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able with the oven at either the 
right or the left end. 

While oil stoves have for many 
years been handled by hardware 
dealers, oil-burning regrigerators 
are being marketed largely 
through distributors who use 
specialty selling methods. A 
number of hardware merchants 
in various parts of the country 
who employ outside salesmen 
have also become successful dis- 
tributors. Many distributors of 





excellent opportunities to develop profit- 
able rural business through specialty selling methods—with outside salesmen. 


electric refrigerators also handle 
oil-operated equipment and thus 
extend their profitable sales activi- 
ties beyond electric lines. 

Each year more hardware mer- 
chants are finding it necessary to 
employ outside selling methods in 
order to attain a profitable volume 
of business. The modern oil- 
burning kitchen offers such mer- 
chants an opportunity to profit 
by present interest in kitchen 

(Continued on page 66) 
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WAYTOCLEAN | (i) 8) Cte PAINT 


Feature Paint and Tools 
in Your Summer ‘l'rims 


AINT and tools do not nec- 
Pani have to take a back 

seat in the summer months. 
As for paint, summer is a good 
time to push it and here is a 
window that will help. Still stick- 
ing to the cool shades of color 
for decorations, you can at once 
present the line in an appealing 
way and keep the windows cool 
and sprightly looking. That ban- 
ner across the background can be 
in medium dark blue on a light 
blue band with white striping. A 
clean and cool combination. Your 
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tickets should be done definitely 
in the same tones to carry out 
the color plan and to tie up the 
arrangement. 


Tools 


Evenings are appreciably long- 
er and the tools will be coming 
in for more attention, so we have 
included a display of home work- 
shop and mechanics’ tools. Cut- 
out letters will look well and 
in keeping with the spirit of this 
window and are recommended. 


The photograph of the baseball 


window is from Morehouse & 
Wells, Decatur, IIl., and was used 
during National Baseball Week, 
earlier in the season, but offers 
a suggestion for a mid-season 
baseball window. 

Once more, let us remind you 
to have your windows related to 
your advertising and your store 
displays. With advertising, win- 
dow display and store arrange- 
ment tied in together you have 
three strikes on the sale and it’s 
your innings at the cash register. 
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R. H. WESTBROOK 


Westbrook’s main floor is devoted to hardware, paint, 
major electrical appliances and closely related lines as 
well as crockery and furniture, while the second floor is 
used for rugs and additional displays of furniture. The 
accompanying plan of the hardware and crockery section 
of the main floor shows the allocation of the varied 
lines of merchandise handled, permitting effective store 
circulation. The semi-circular glass cases for silverware, 
cutlery, fishing tackle, clocks and watches, gift ware and 
novelties protect items of relatively high unit value, yet 
provide an enhancing environment. Larger and less ex- 
pensive items are displayed on open top tables. These 
new arrangements have doubled the year’s sales volume 
and is expected to establish a new high in the immediate 
future. The store has two entrances in a completely new 
front, ninety feet wide. The store is one hundred and fifty 
feet deep. An all-metal marquee runs the full width of the 
building and extends eight feet over the sidewalk. It is 
welded in one piece and is equipped with flood lights for 


the illumination of the building front. 
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In the story of this ij 
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Riverside, Calif., store is 
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HE why and how of branch- 

ing out into kindred lines 

has always been a, problem 
in all hardware stores. In the 
case of Westbrook’s, formerly 
Franzen Hardware Co., Riverside, 
California, the first question was 
“why?” This firm has slowly 
developed a regular light hard- 
ware store into a sixteen-depart- 
ment store which today ranks as 
“tops” in the field. At the same 
time the firm has not lost sight 
of the fact that it is a hardware 
store. When the “why” was sat- 
isfactorily answered the “how” 
became an incident of store policy 
and merchandising. There is no 
trial and error way of doing busi- 
ness in operation here. 

Adding related lines in a hard- 
ware store can come from just 
two different reasons. A line may 
be added through enthusiasm gen- 
erated from a well-planned sales 
campaign and “sold” to the store 
or through watching how other 
hardware dealers are doing in 
certain lines. This method is full 
of pitfalls. Enthusiasm so gen- 
erated seldom holds its fire for 
any length of time, with the re- 
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J. R. WESTBROOK 


sult that a lot of merchandising 
is clogging the shelves and the 
store houses. 

Enthusiasm aroused after a long 
and thorough survey of the local 
situation—the line in question 
and how the two will mesh in 
a certain store with the lines 
now being carried—is sure to be 
resultful. 

Before any specialty line is 
added in the Westbrook store, 
there is a thorough study as to 
the wisdom of such a move. The 
first questions asked are, “Is this 
a ‘related’ line? Does it fit in with 
the balance of our stock?” 

The answer was “No” to cer- 
tain lines. A study showed the 
local field to be well covered and 
the margin of profit was small. 
It was decided to put their in- 
vestment in more lucrative mer- 
chandise. 

In the case of China, Crockery, 
Glass, Watches, Clocks, Silver, 
Furniture, Wheel Goods and Toys, 
and even Gifts, it was “Yes.” 
The management is constantly 






looking for new profitable lines, 
but they must pass the acid test 
as to practicability just as the 
electric razors did when they first 
came out. 

When the study reveals that a 
related line may be profitably 
merchandised, a painstaking re- 
search is then made about that 
line which embraces every pos- 
sible angle. Then the next in- 
telligent move is to place a per- 
son in charge of this line or de- 
partment who is a specialist in 
that particular branch. If the 
department calls for considerable 
outside selling as well as inside, 
then several well qualified persons 
will be detailed to this one spe- 
cialty. 

Hardware salesmen who know 
every possible in and out of sell- 
ing hardware are kept right in 
this department. This is their 
business and they talk and think 
the language of their trade. Even 
though the store sells dozens of 
highly specialized lines, hardware 
is still considered’ the business of 
the house. Before the business 
was departmentalized several 
years ago, Mr. Westbrook, al- 
though he was born and bred in 
the hardware business, wondered 
if this side of the store was really 
profitable. An analysis showed 
at the time that hardware was 
the very backbone of the estab- 
lishment. Subsequent figures have 
further substantiated this finding. 

“We hear it preached on all 
sides that we hardware men must 
carry ‘simplified’ stocks. I be- 
lieve we would be committing 
suicide if we tried to operate on 
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the Sears, Roebuck—Montgomery 
Ward—Kress way of carrying only 
a thin stock, spread out over cer- 
tain staple items. Actual experi- 
ence which extends over many 
years, has proven the wisdom of 
carrying full and complete lines 
at all times,” remarked R. H. 
Westbrook. “This same policy 
has proven to be the right one 
in departments’ other than hard- 
ware. Showing a customer a com- 
plete stock and then making a 
sale on the spot is more produc- 
tive of real results than saying, 
‘Wait until I look in the catalog 
and see if I can get it for you.’ 
We believe it decidedly advan- 
tageous for a customer to walk 
out with a purchase than with an 
excuse, and that is the reason 
we will not add another specialty 
department, unless we are con- 
vinced we can carry a_ proper 
stock. When other stores cut 
down their stocks, then is when 
we build ours up and advertise. 
And that is a mighty fine way of 
attracting new trade and holding 
the old.” 

There are few men in the coun- 
try who are better informed on 
all angles of hardware, pottery, 
china, glass and crystal selling 
than J. R. Westbrook, the senior 
member of this aggressive and 
progressive firm. Well-thumbed 
research books on these and other 
subjects relative to the lines car- 
ried in this store are right on 
the desk of this 75-year-old hard- 
ware veteran. 

At an age when most men are 
in retirement “J.R.” is still study- 
ing new angles of his well be- 
loved business. Today he is con- 
sidered a_ well-qualified expert 
on many lines. “You see,” he 
confided with his engaging whim- 
sical smile, “none of these lines 
we carry can be termed as exact 
sciences, something new is hap- 
pening in them every day. If we 
are to keep abreast of the times. 
we must constantly read and 
study our trade literature.” Con- 
sider that, you hardware men who 
think there is no available time 
to talk with traveling men, at- 
tend trade conventions or study 
the trade papers. 

Just to trace how the store be- 
gan to appreciate the possibilities 
of selling related lines, one must 
go back to 1921, when a big sale 
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was held that brought in a ter- 
rific amount of traffic from 20 
miles around. Right here the 
trading area commenced to get 
wider and wider, while the lines 
carried began to expand in num- 
ber and extent. 

Emphasis must be made that 
this present establishment which 
does an annual sales volume of 
many hundreds of thousands of 
dollars, with its 55,000 square 
feet of space devoted to selling 
and warehousing facilities, did 
not come about as a result of 
sales. Business development is di- 
rectly traceable to the determined 
effort to sell better grades of 
merchandise in a better way. 

In the crockery department, as 
fine sets of the best English bone 
china are to be found as may be 
expected in the most exclusive 
china stores. The silver depart- 
ment has the best selection of 
Sterling for miles around, while 
a good variety of imported glass- 
ware is to be found. Many other 
similar instances could be cited 
showing the high standard of 
goods carried in each of the re- 
lated lines featured here. 


Furniture Added 


Furniture was added eleven 
years ago. It was the growth of 
carrying both refrigeration and 
stoves, together with felt base 
linoleum rugs. This department 
has grown so now its sales rep- 
resent a fourth of the store’s total 
volume. Several interior decora- 
tors employed by Westbrook’s en- 
ables the store to offer a com- 
plete home furnishing service. 
These people, of course, work in 
conjunction with the store’s out- 
side specialists as builders’ hard- 
ware and refrigeration salesmen. 

All appliances are in the 
furniture department. A fine busi- 
ness has been developed in these 
“money” items over a period of 
many years. Right now sixteen 
related representative departments 
are profitably functioning in this 
hardware store. All active, all 
with fresh and complete stocks 
and all headed by recognized ex- 
perts in their line. When the 
Time department was added, a 
complete line was installed which 
included everything from a dol- 
lar watch to grandfather clocks. 

It was found to be sound busi- 





ness to start with a complete 
stock, then build up that depart- 
ment through the right kind of 
publicity under the direction of 
a competent person. There is no 
such thing here as trying out 
something “to see if it will sell.” 
If the management is convinced 
an article or line will sell with 
them, then it is bought and mer- 
chandised right. 

Including the warehouses, the 
firm is now utilizing approxi- 
mately 70,000 sq. feet of floor 
space. The building is two stories 
high, with a full basement, and 
a wide mezzanine at the rear be- 
tween the first and second floors. 
New hardwood floors were in- 
stalled throughout and by the use 
of structural steel and concrete 
the building as a whole was made 
earthquake proof. 

In its opening advertisements 
the store featured a unique “Mul- 
tiplication Table,” which empha- 
sized that: The floor area of the 
new store is TWENTY TIMES that 
of the original store. The differ- 
ent articles now sold by the store 
(50,500) number FIFTY TIMES 
the total offered by the original 
store. The value of the new mer- 
chandise stock is ONE HUNDRED 
TIMES the value of the original 
stocks. The number of people em- 
ployed by the store (65) is 
FORTY TIMES the number em- 
ployed in the original store. The 
sales volume has reached THIRTY 
TIMES the first year’s volume of 
the original store. 

Most credit for the company’s 
consistent progress is due J. R. 
Westbrook, founder and president 
of the firm. He helped establish 
the business when he induced 
Chris and Henry Franzen, who 
were then clerks at Orange to 
come to Riverside and start the 
store with his assistance. At the 
time Mr. Westbrook was the rep- 
resentative in that section for the 
Simmons Hardware Co., and the 
business was established under the 
name of the Franzen Hardware 
Co., under which title it operated 
until the new store was about to 
be opened when its present name 
was adopted. 

His son, R. H. Westbrook, secre- 
tary and manager of the company, 
is incumbent president of the 
Southern California Retail Hard- 
ware Assn. 
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Texas Jobbers Hold Largest Convention 
At Galveston, Texas, June 19-20, 1936 


O. H. Mann of Dallas Succeeds Charles Nash of Fort 
Worth as President of Texas group. Total Attend- 
ance more than 200. Texas Boosters Host at Dinner. 


HE forty-first annual con- 
vention of the Texas Whole- 
sale Hardware Association 
was the largest in the history of 
the organization. The sessions and 
headquarters were at the Buc- 
caneer Hotel, Galveston, Texas, 
June 19 and 20, 1936. More than 
200 wholesalers, and members of 
the affiliated Texas Hardware 
Boosters Club attended. 

Charles Nash, Nash Hardware 
Co., Fort Worth, officiated as 
president, and Earl Singleton of 
the same firm was the secretary- 
treasurer. At the closing session 
on Saturday afternoon, O. H. 
Mann, Higginbotham - Pearlstone 
Hardware Co., Dallas, was chosen 
as president, succeeding Mr. Nash. 
Other officers elected are: D. P. 
Seay, Morrow-Thomas Hardware 


Co., Amarillo, first vice-president, 
and R. R. Witt, Builders Supply 
Co., San Antonio, as second vice- 
president. The new executive com- 
mittee includes: George C. Black, 
Southern Supply, Dallas, chair- 
man; N. F. Van Hoogenhuyze, 
William Van Hoogenhuyze Hard- 
ware Co., San Antonio; A. A. 
Schumacher, Bering-Cortes Hard- 
ware Co., Houston, and W. B. 
Connally, Wadel - Connally Hard- 
ware Co., Tyler. The secretary- 
treasurer is appointed later by 
the executive committee and of- 
ficers. New officers and other de- 
tails of the Texas Boosters are 
given elsewhere in a_ separate 
news story. 

Following the invocation by the 
Rev. Edmund H. Gibson an ad- 


dress of welcome was given the 


convention by Oscar E. Casey, 
fire marshal and police chief of 
Galveston, representing Mayor 
Adrian Levy, whose illness pre- 
vented his appearance. 

J. Frank Boxwell, The Yale & 
Towne Mfg. Co., gave the first 
talk as president of the Texas 
Hardware Boosters Club, explain- 
ing the purpose of that group as 
cooperative to and with the Texas 
jobbers and open for membership 
to any hardware salesman of good 
character selling through Texas 
wholesale hardware firms. 

An inspiring talk on the history 
and commercial development of 
Texas and the great Southwest 
was delivered by Thomas P. Wil- 
son, Colorado Iron & Fuel Co., 
Denver, Colo. He was followed 
by Harry Turner, representing the 
Texas Hardware & Implement As- 
sociation. He talked of the co- 
operative opportunities between 
his retail group and the Texas 
jobbers through their organiza- 
tion. He particularly emphasized 
the need of cooperation on legis- 
lation. Secretary - treasurer Earl 
Singleton then presented his re- 
port in executive session, during 





LEFT TO RIGHT, Front row—A. H. Schumacher, Bering-Cortes Hardware Co., Houston; George C. Black, Southern 

Supply Co., Dallas; N. F. Van Hoogenhuyze, Wm. Van Hoogenhuyze Hardware Co., San Antonio; O. H. Mann, Hig- 

ginbotham-Pearlstone Hardware Co., Dallas, the new president; D. P. Seay, Morrow-Thomas Hardware Co., Ama- 

rillo; Earl P. Singleton, Nash Hardware Co., Fort Worth, secretary-treasurer; Chas. E. Nash, Nash Hardware Co., 

gg —— retiring president; Sol H. Levy, Black Hardware Co., Galveston, and D. D. Peden, Peden Iron & Steel 
0., Houston. 


Second row—C. J. Groos, Walter Tips Co., Austin; Edwin Flato, Corpus Christi Hardware Co., Corpus Christi; R. J. 
Ogilvie, Ogilvie Hardware Co., Shreveport, La.; Gus Dittmar, F. W. Heitman Co., Houston; Ray B. Knaur, Higgin- 
botham-Pearlstone Hardware Co., Dallas; Bates Thatcher, Ed. S. Hughes Co., Abilene; Oscar Koepke, Corpus 
Christi Hardware Co., Corpus Christi; T. W. McAllister, Southern Hardware, and C. S. Roberts, Roberts, Sanford & 
Taylor Co., Sherman. 


Back Row—Bill Walsh, Morrow-Thomas Hardware Co., Amarillo; J. P. Brewington, McLendon Hardware Co., Waco; 
Wm. Duckworth, Higginbotham-Pearlstone Hardware Co., Dallas; Dan Seabright, Walter Tips Co., Austin; R. A. 
Slack, Huey & Philp Hardware Co., Dallas; H. H. Finch, W. H. Richardson Co., Austin and Otto Goss, Watts Hard- 


ware & Supply Co., San Antonio. 
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which time the Boosters held their 
annual meeting, which is reported 
elsewhere. He stressed the need 
of the group to watch unfair com- 
petition since NRA was voided by 
the Supreme Court. 

At the Friday afternoon session, 
Leslie M. Stratton, The Stratton- 
Warren Hardware Co., Memphis, 
Tenn., and president of the 
National Wholesale Hardware As- 
sociation, spoke on the place and 
future of the wholesaler, remind- 
ing the audience that the great 
recent growth of cooperative buy- 
ing and selling might constitute a 
serious menace to organized dis- 
tribution. He prefaced his re- 
marks by saying that his text was 
taken from Harpware AGEe’s re- 
port of the recent Memphis Con- 
vention (see H. A., May 7, 1936), 
particularly comments by Charles 
J. Heale, editor of HARDWARE 
AcE, and the convention talk of 
Flint Garrison. He stressed that 
cooperatives often have govern- 
ment support and sanction to use 
business men’s tax money to injure 
those very business men. 

B. H. Hiatt, The Irwin Auger 
Co., Wilmington, Ohio, told of the 
American Institute of Fair Compe- 
tition and its efforts to eliminate 
secrecy in sales policies. He said 
that proper sales policies led to 
wholesaler support which enabled 
Institute manufacturer-members to 
keep their distributors in competi- 
tion with both mail order and 
chain competitors. 

Robert H. Baker, Fones Bros. 
Hardware Co., Little Rock, Ark., 
and president of the Southern 
Hardware Jobbers’ Association, 
told of the progress and rebirth 
of that organization. He said its 
greatly increased attendance, par- 
ticularly in the past three years, 
was eloquent evidence of its worth 
to wholesale hardware distribution 
in the South, where he said con- 
ditions were sufficiently different 
to necessitate a separate whole- 
salers’ organization. 

Stressing the need for careful 
and intelligent management in 
business plus the recognition 
among producers and distributors 
of their inter-dependence on each 
other, Walter B. Dodge, general 
sales manager, The Yale & Towne 
Mfg. Co., Stamford, Conn., made 
the final address of the session. 
He said that bitter experiences had 
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taught him and other companies 
that the wholesale-retail distribu- 
tion was the only economic chan- 
nel for most hardware lines and 
that the turning point in better 
policies and better business had 
certainly been reached. He was 
optimistic about the outlook for 
all business and said all signs 
pointed to an active market for 
hardware. 

Saturday morning T. W. McAl- 
lister, editor, Southern Hardware, 
and secretary of the Southern 
Hardware Jobbers’ Association, 
talked on “Association Spirit,” 
urging active participation by all 
members. This talk was followed 
by committee reports as follows: 
Transportation, A. L. Bacarisse, 
The F. W. Heitman Co., Houston; 


manufacturers, George C. Dittmar 


of the same company; grievance, 
O. H. Mann, the new president; 
auto accessories, Ralph McLendon, 
McLendon Hardware Co., Waco; 
sporting goods, T. M. Cullum, 
Cullum & Boren Co., Dallas, and 
executive committee report by R. 
A. Slack, Huey & Philp Hardware 
Co., Dallas. W. A. Cortes, Bering- 
Cortes Hardware Co., Houston, re- 
ported on the trust fund. 

Col. Joe W. Speight, Remington 
Arms Co., was sergeant-at-arms. 
The ladies’ entertainment commit- 
tee was headed by Mrs. Sol H. 
Levy and Mrs. Harry Black of 
Galveston. 

Friday night the entire conven- 
tion was the guest of the Texas 
Hardware Boosters Club at a 
dinner-dance given at the Galves- 
ton Country Club. 





J. F. Boxwell Reelected President 


Texas Hardware Boosters Club 


Vice-Presidents L. S. Pickup and Wm. E. Love and Secre- 
tary-Treasurer Nat M. Johnson will also serve another 


year. 


L. S. PIGKUP 


FRANK BOXWELL, The 

e Yale & Towne Mfg. Co., was 
reelected president of the Texas 
Hardware Boosters Club at that 
group’s annual meeting in Galves- 
ton, Texas, on June 19, 1936. The 
meeting was held in conjunction 
with the forty-first annual conven- 
tion of the Texas Wholesale Hard- 
ware Association, with which body 
cooperative activities are the basic 
purpose of the Booster Club. Vice- 
Presidents L. S. Pickup, The 
Stanley Works, and William E. 
Love, Gray & Dudley Co., will 
also serve another year, as will 
Secretary-Treasurer Nat M. John- 
son, Southern Hardware. A total 
of 111 members in good standing 


NAT M. JOHNSON 


Now have 111 members. 


J. F. BOX WELL 


was announced at the meeting, 
which devoted most of its discus- 
sion to building a permanent con- 
stitution. Directors chosen are: 
Fred Buck, American Steel & Wire 
Co.; Dan M. Bell, manufacturer’s 
agent, and Harry Taylor, Ply- 
mouth Cordage Co. 

On that evening the Boosters 
were hosts to the entire Texas 
jobbers’ convention, providing an 
excellent dinner-dance at the 
Galveston Country Club. The next 
meeting of the Boosters will be 
held in January, 1937, at Dallas, 
coincident to the Texas retail hard- 
ware convention and the next 
meeting of the Texas jobbers. 
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Just an 


Old Fashioned Salesman 















66 ID you notice the guy 
that just came in, 


Harry? The one who’s 
sitting down over there at the 
counter right now. Didn’t even 
bother to hang up his hat and 
coat. That’s old Sam Rogers. Been 
working over at our place since 
God-knows-when. I get a big kick 
out of old Sam. He’s a card. 

“Keep your eye on him. He'll 
grab a sandwich, a cup of coffee 
and a piece of pie and be out of 
here in fifteen minutes. If Sam 
ever spent as much as half an 
hour for lunch he’d think he’s 
been on a spree; probably turn 
back part of his pay at the end of 
the week. Soon as he gets through 
he'll hot-foot it out to the end 
of nowhere and be camping on 
the doorstep of some unsuspect- 
ing purchasing agent when he 
gets back from lunch. That’s Sam’s 
quaint idea of salesmanship with 
a capital S. The poor sap doesn’t 
realize he’s just making a dam’ 
nuisance out of himself. He’s got 
about as much sense of tact and 
diplomacy as a bull pup. 

“Sam’s one of those old-fash- 
ioned salesmen that you read 
about in books but seldom see in 
the flesh. He’s one of the last re- 
maining specimens of a vanishing 
race—thank God. He still be- 


lieves in Santa Claus, Easter bun- 





*Reprinted from American Business 


and System by permission. 
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By ALLAN R. BARKLEY* 


nies and the law of averages. You 
ought to hear him talk about the 
low of averages sometimes. He’s 
got the naive notion that the more 
calls you make the more you can 
sell. He even keeps a little book 
of calls. Got it all figured out— 
so many calls; so many inter- 
views—so many interviews; so 
many sales. Can you imagine a 
guy like that? 

“Back in the good old nineteen- 
twenties, there might have been 
some point to running down your 
heels making calls—not much, but 
some. Everybody had money then. 
But not one out of twenty’s got a 
dime now. What’s the use fooling 
around with the other nineteen? 
That’s what I say. But Sam can’t 
see it that way. The poor dumb 
dodo pads around town making 
his silly calls and writing them 
down in his little book. It makes 
me tired just to think about it. 


“The Oil” 


“To give you an idea how this 
bird’s mind functions, last sum- 
mer we had one of these goofy 
campaigns I’ve told you about. 
You know, the old pep-and-ginger 
stuff. Well, to start the contest 
off with the proverbial bang, we 
had a big sales meeting and the 
Boss came down from New York 
to spread on the old oil. He 
sounded off about how many ma- 












chines we could sell in July and 
August if we’d just forget about 
the weather and put our shoulders 
to the well-known wheel, step up 
and smack the ball, and so on. 

“Well, I never fell for any of 
that stuff myself, but I was watch- 
ing Sam while the Boss was spout- 
ing and you should have seen his 
face. He had one of these serious, 
innocent, dumb looks on his pan 
and was sitting there drinking it 
all in as if it was gospel. I had 
to laugh. He’s just the type to go 
for contests in a big way. 

“There were a lot of prizes 
offered to the salesmen who were 
crazy enough to go out and work 
their tails off all summer—lI for- 
get now just what they were—but 
there was a new Buick for the 
bozo who turned in the most busi- 
ness for the whole country. And 
when I looked at Sam and that 
do-or-die mug of his, I said to 
myself, ‘Here’s where this guy 
starts making a fool out of him- 
self trying to win a new car.’ 

“T had his number, too. Right 
away he gets ants in his pants and 
works harder than ever. There 
must be something the matter with 
a guy that takes things as serious- 
ly as he does. I'll bet he didn’t 
take an afternoon off for two 
months. He sold machines to out- 
fits I never even heard of, and I’ve 
been around this town for ten 
years. He’d turn up at the office 
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evenings with his shirt sticking 
to his back and sweat making lines 
through the dust on his face. I 
felt hot and dirty just looking at 
him. 

“Sure, he won the car all right. 
But who couldn’t if they were 
willing to work like a coal-heaver? 
Personally, I’d rather drive my 
old wreck another three years 
than’ go through all that agony. 
Once in a while playing golf or 
down at the beach, I’d think of 
the poor boob back in town burn- 
ing up the soles of his shoes and 
it'd hand me quite a laugh. I used 
to kid Sam about it. But he 
wasn't even smart enough to see 
that the company was simply 
playing him for a sucker. He 
thought it was fun to sell in sum- 
mer; said it kept his mind off the 
heat. I believe he actually enjoyed 
it, at that. That’s how stupid 
he is. 

“Sam doesn’t know he’s alive. 
This sales meeting I was telling 
you about lasted three days, and 
boy, did we have a time! It took 
me another three days to get over 
it. After the first session I didn’t 
get around to the meetings. There 
was too much going on up in some 
of the boys’ rooms. But Sam was 
at the meetings all right. I don’t 
suppose he missed a une. Outside 
of a couple of drinks he was sober 
the whole time. It was just the 
opposite with me. After I got 
outside a couple of drinks I wasn’t 
sober at all. 

“He didn’t even stay downtown 
nights. Every night we had a 
brawl, and what a brawl! I won’t 
forget that little party for a long 
time. But not for Sam. He went 
out to that place of his at the edge 
of town and probably whitewashed 
the chicken house. That’s a hobby 
of his—breeding chickens. Well, 
it’s mine too, for that matter, but 
not the same kind of chickens. It’s 
funny what queer ideas some guys 
have of a good time, isn’t it? 

“Sam’s as proud of that place 
as if it was an estate. A year or 
so ago he paid off the mortgage 
and he was so pleased it was 
almost a joke. It didn’t amount 
to more than six or seven thousand 
dollars, but from the way Sam 
acted you'd think he was paying 
off the national debt. I told him 
he was a sap to pay it off now 
with real estate the way it is. No- 
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body’s foreclosing any mortgages 
as long as they’re collecting the 
interest. I told him to let the 
mortgage-holder sing for his 
money. Do you think Sam would 
do it? Not him. You wouldn’t 
believe there was anybody that 
unsophisticated any more, would 
you? 

“Yessir, once a dumb- bell, 
always a dumb-bell. The company’s 
always putting on some kind of 
special drive to stir up a lot of 
new business. But they won’t suck 
me in. Sam’s right in line as 
usual. He seems to get real pleas- 
ure out of seeing his name at the 
top of the list. It doesn’t look like 
he’d ever grow up. He even brags 
that he’s furnished half his house 
with prizes he’s won in sales con- 
tests. Can you match that? 

“It’s a strange thing, though, 
how people can be fooled. One 
time the company came near mak- 
ing an awful mistake. Just be- 
cause old Sam had worked his 
fool head off and led the sales 
force a couple of times, the com- 
pany thought he ought to be sales 
manager of this branch. They 
even offered him the job. But 
Sam didn’t like the idea of giving 
up his customers and spending 
most of his time inside. He thought 
he could make more money out 
pounding the pavements. So he 
turned it down. It’s a good thing 
he did too, because I know I'd 
have quit and one or two of the 
other boys who thought they ought 
to have been offered the job 
would have quit too. 

“Tt just goes to show that you 
can’t overestimate the stupidity of 
some people. Imagine turning 
down a nice soft desk job and 
keeping right on peddling. Trouble 
with Sam is that he’s not only 
dumb but lacks ambition. No 


imagination. No initiative. No 
resourcefulness. 

“What did I tell you, Harry? 
There he goes now. Back to the 
grind for old Sam. It’s a good 
thing he’s a husky brute, but per- 
sonally I’d rather have brains 
than brawn. What does a guy 
like that get out of life? I want 
to know. 

“Don’t go yet, Harry. We've 
got lots of time. Let’s have another 
beer and talk about something 
important. Do you think you can 
line up that job with Hazard and 
Company for me? I’m getting 
washed up with things at the office. 
There’s nothing doing these days 
in our line, and I can’t see any 
future in it. The old man has 
been riding me a lot lately—he 
don’t seem to appreciate a good 
man when he has one. 

“There’s another thing I wanted 
to talk to you about too, Harry. 
Could you let me have ten bucks 
until the end of the week? I 
haven’t a sou. I haven’t been get- 
ting the breaks lately. Business is 
lousy and it’s growing no better 
fast. 

“Thanks a lot, old man. I'll 
pay you back Saturday.” 

* * * 


Other things being equal, those 
salesmen who get the most inter- 
views get the most business. This 
is especially true in selling insur- 
ance, office equipment and other 
products on “cold turkey” calls. 
Realizing the importance of this 
rule, some companies provide 
salesmen with printed matter 
which they can mail out to pros- 
pects to pave the way for their 
calls. Sometimes these messages 
aim to get the prospect to make an 
appointment, but usually they are 
designed to make it easy for him 
to request that the salesman call. 





Coming Events 


Seventy-third semi-annual convention 


National Retail Hardware Associa- 
tion Thirty-seventh Annual Congress, 
Hotel Chalfonte-Haddon Hall, Atlantic 
City, N. J., July 20 to 23 inclusive, 
1936. H. P. Sheets, managing director, 
130 East Washington Bldg., Indianapo- 
lis, Ind. 

New York Housefurnishing Show, 
sponsored by the New York Houseware: 
Manufacturers Assn., Hotel Pennsyl- 
vania, New York City, July 19 to 25, 
inclusive, 1936. Mrs. Flo English, sec- 
retary, Room 1108, Hotel Pennsylvania, 
New York City. 


of the American Hardware Manufactur- 
ers Association and the forty-third an- 
nual convention of the National Whole- 
sale Hardware Association will be 
jointly held at the Marlborough-Blen- 
heim Hotel, Atlantic City, N .J., Oct. 
19 to 22 inclusive, 1936. Secretary 
Manufacturers Assn.: Chas. F. Rock- 
well, 342 Madison Ave., New York City. 
Secretary Wholesalers Assn.: Geo. A. 
Fernley, 505 Arch St., Philadelphia, Pa. 
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To Meet 


HE hardware dealer must 
meet the most advanced 
forms of competition if he 

is to do the business he is en- 
titled to, the Mississippi Retail 
Hardware and Implement Asso- 
ciation learned at its annual con- 
vention held June 15 to 17 inclu- 
sive at the Edgewater Gulf Hotel 
in Biloxi, Miss. The meeting was 
attended by more than 200 deal- 
ers, manufacturers and salesmen. 
W. C. Waddell, Greenville, 
Tenn., struck the keynote of the 
convention at a banquet on the 





JOHN F. JENNINGS 
Sec.-Treas. 


evening preceding the opening 
session, when he spoke of meth- 
ods of meeting competition. Mr. 
Waddell said, “The merchandise 
must be properly displayed in 
an attractive manner so that the 
customer can readily see what he 
wants and what it will cost him. 
The price should be prominently 
displayed so that it appeals to 
the customer. The strongest com- 
petition the retail hardware dealer 
has to meet today is the mail 
order house and the chain store. 
The policies enforced in selling 
customers by these two agencies 
should be followed. 

“A customer today who walks 
into the hardware store has an 
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Mississippi Hardware Dealers Lay Plans 


Advanced Competition 


object in mind. If the article is 
prominently displayed so that he 
can readily find it and ascertain 
the price, the sale is more likely. 
This, however, is only a primary 
factor, so a great deal depends 
upon the alertness of the clerk, 
who must match or excel the 
alertness of the chain store clerk 





M. B. WARING 


New President 


or give the prompt attention the 
customer receives from a mail 
order house.” 

“The wholesaler - retailer sys- 
tem of distributing hardware 
spends too little for advertising,” 
Hugh C. Ross, vice-president, 
N.R.H.A., Jackson, Tenn., said in 
the first address of the business 
sessions. Mr. Ross in discussing 
operating costs, exhibited a chart 
showing an itemized comparison 
of operating costs of hardware 
wholesalers .and retailers and 
those of other distributors show- 
ing that the hardware trade spent 
an average of 1.16 per cent of 
sales for advertising as against 
4.36 per cent by department 
stores. “It may be well,” said 
Mr. Ross, “that the hardware 
craft is paying a real penalty for 
its failure to utilize advertising 
more effectively. Higher selling 


costs in the form of wages may 
be a direct consequence. Slower 
turnover, with resultant addition- 
al expense for insurance, taxes 
and interest may be another re- 
sult.” 

Ability of independent hard- 
ware distributors to move goods 
from factory to consumer at a 
cost comparing favorably with 
that of their principal competi- 
tors was indicated by using ex- 
pense figures from a_ selected 
group of hardware retailers. Their 
expenses, added to those of whole- 





GEO. A. ALEXANDER 


*Retiring President 


saling totaled within a fraction 
of one per cent of that of depart- 
ment stores. ? 

This latter statement was am- 
plified by H. M. Swain, vice- 
president, Irwin Auger Bit Co., 
Wilmington, Ohio, and H. L. Col- 
lard, assistant secretary, Hibbard, 
Spencer, Bartlett & Co., wholesale 
hardware, Chicago. Both of these 
speakers, who addressed the deal- 
ers at the final session, attributed 
the problems the retailer has in 
meeting the competition of chain 
stores to the dealer’s failure to 
dictate policies to the manufac- 
turer and jobber. 

“The retailer is a powerful 

(Continued on page 39) 
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Better Layouts for Better Business 


One of a series of articles on advertising appear- 
ing in these pages. Other articles by Mr. Brown 
in issues of Feb. 13, March 12, and June 4, 1936. 


Triangles and 
Circles Combined 


A Simplified Method of Layout Design 


By E. H. BROWN 


HE advertiser who is seek- 
ing displays that, in general 


form, will be “different,” 
need go no further than the circle 
and the triangle used in combi- 
nation. A single triangle and 
circle may, by varying the size and 
position of each, result in hun- 
dreds of distinctive patterns, each 
pleasing to the eye, and each pro- 
ducing advertisements that wil] 
stand head and shoulders above 
the majority of competitive adver- 
tisements. When two circles and 
a triangle, or two triangles and a 
circle, are used, the display possi- 
bilities appear to be unlimited. On 
the other hand, these same two 
figures may be used, if the adver- 
tiser wishes, to produce advertise- 
ments solid of body yet no less 
well balanced, as demonstrated by 
Figure 11. 

The great advantage of the circle 
and the triangle, however, is that 
the number of vertical combina- 
tions, as shown by Figure 11, is 
strictly limited, and the advertiser 
is, of necessity, compelled to man- 
ufacture “off center” designs. Fig- 
ure 10 shows a simple application 
of the circle and triangle used in 
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this “off center” manner which 
produces a highly satisfying lay- 
out, rich in white space yet with 
plenty of copy for all ordinary 
needs, well balanced in spite of 
the unusual arrangement of the 
text blocks. Whether illustrated or 
not, this advertisement would have 
a high degree of attention-getting 
value on any page of either news- 
paper or magazine. 

Again, in Figure 12, two circles 
combined with a triangle produce 
a beautifully balanced layout, 
which, while because of the greater 
complexity of the geometrical de- 
sign contain a greater amount of 
text matter, nevertheless have a 
high attention value. By the in- 
sertion of illustrations in the blank 
spaces formed by the design, this 
particular layout will be im- 
proved. The illustrations, of 
course, should have genuine sales 
value, as previously pointed out. 
Nevertheless, this advertisement 
could easily be published with- 
out illustrations by permitting the 
white space at the top of the ad- 
vertisement to remain unchanged, 
but moving the small text block 
in the lower half of the adver- 
tisement into the center instead of 
letting it remain “off center” as 
it now appears. 


“Off Center” Headings 

This brings up a point in con- 
nection with Figures 10 and 12 
which the reader has doubtless 
already noted, a factor which has 
appeared in several of the pre- 
ceding layouts, but which has not 
yet been discussed. In Figure 12, 
this apparent exception to the 
display rule previously given is 
quite pronounced. The main head- 
ing, it will be seen, while cor- 
rectly placed at a cross line, ex- 
tends a great deal farther to the 
right of the crossing point than 
to the left. Farther down, the 
text block referred to above ex- 
tends in the opposite direction, 
to the left of the crossing point 
instead of in equal distances to 
the right and left. 

This use of headings and text 
blocks, however, is not a contra- 
diction of the rules previously 
given: it is simply another phase 
of the flexibility of the geometri- 
cal method of layout design. An 
examination of the rules will dis- 
close the fact that nothing was 
said as to how far to the right or 
left of a cross line, the point of 
a triangle, and so on, a heading 
or a text block might extend. The 
crossing point, for example, while 
designating the proper place for 
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a display line or heading, does 
_not stipulate that the heading 
must be centered upon the point 
—rather, it indicates the proper 
horizontal position for the place- 
ment of the heading. (Rule 13) 
The heading or text block may 
extend for the full width of the 
advertisement or for only a part 
of it, but a portion of the heading 
must touch the crossing point. 
The same rule, of course, also 
applies to the points of triangles 
and the tops of circles and rec- 
tangles, as well as the bases of 
inverted triangles. Further, when 
a heading with its accompanying 
text block is so placed in an off 
center position, no attempt at bal- 
ance by the use of compensating 
headings on the same horizontal 
line is permissible. Nothing but 
white space or an illustration may 
be used. 

Thus, the main heading of Fig- 
ure 12, while extending mate- 
rially to the right of the actual 
crossing point, nevertheless 
touches it. Under no circum- 
stances may a heading be placed 
on a horizontal line indicated by 
the geometrical design unless a 
portion of the heading actually 
touches the designated point. 

Ordinarily, headings and text 
blocks are so placed about the 
point or other section of the geo- 
metrical design that they extend 
in equal measure on both sides. 
Exceptions to this may be seen 








in Figures 2, 3, 8, 9, 10, 11, and 
12. These exceptions, as explained, 
are not contradictions of the rule, 
but merely useful variations of 
its application. 

This variation reaches its great- 
est facility in the off center use 
of the triangle and circle com- 
bination, and the headings as well 
as the geometrical designs are 
frequently not centered. It has 
already been pointed out that the 
triangle - circle combination is 
ideal for the production of un- 
usual layouts, and it will also 
now be noted that this distinc- 
tion is achieved in no small part 
by the equal use of off center 
geometrical designs and off cen- 
ter headings and text blocks. 

It will also be apparent that 
the advertiser who has not yet 
by practice made himself thor- 
oughly familiar with the geomet- 
rical method of layout design 
should not attempt the off center 
use of the triangle-circle combi- 
nation. After he has gained ex- 
perience in using the equally bal- 
anced headings and text blocks 
—that is, those which extend 
equally on both sides of the desig- 
nated point or cross line—he will 
find that he has unconsciously 
acquired a nice discrimination in 
geometrical display methods, and 
the triangle - circle combination 
will present no, difficulties. He 
will discover that he knows in- 
stinctively when and when not to 





throw a heading with its accom- 
panying text block off center to 
achieve distinctive results. 

While the triangle-circle com- 
bination may be used with equal- 
ly balanced headings and _ will 
still in many cases produce ex- 
ceptionally attractive results, the 
advertiser who so uses it will be 
missing a great deal of the com- 
bination’s infinite display possi- 
bilities; like hitching a horse to 
an automobile when _ gasoline 
would provide an improved mo- 
tive power. 


Type Faces and Sizes 


In the three advertisements pic- 
tured here, the reader will note 
a variety of type sizes used in 
the headings (there are no sub- 
headings in Figures 10, 11, and 
12), as has also been the case 
in many of the previous illus- 
trations. The questions of type 
sizes, capital letters, and so on, 
have already been discussed. 
There is another point, however, 
in connection with type that 
should be borne in mind. Except 
in rare cases (Rule 14), the same 
face or style of type should be 
used in all headings and sub- 
headings of the advertisement. 
Different sizes are permissible, in 
fact, necessary, but regardless of 
the size, the face of the type 
should be the same. If, for ex- 
ample, a type known as Caslon 

(Continued on page 39) 
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Winke-Stube, Milwaukee 


find 


These _ variety lines 
helped Winke-Stube, 
Milwaukee, combat 
chain store across the 
street, 


Variety Lines Add Spice 


HEN Winke-Stube Hard- 
ware Co., Milwaukee, 
Wis., found a chain store 


across the street cutting into their 
staple hardware lines they gave 
attention to ways and means of 
combatting the competition. Rather 
than cutting prices on regular 
hardware lines they began to stock 
variety lines such as notions, toys, 
and some proprietary drugs. This 
took place over a year ago and 
was a departure requiring real in- 
dependence upon tradition. 

“Tt was quite a step for us to 
take at the time,” declared Mr. 
Winke, “but it had to be done. 
We think such items make us a 
sort of variety store as well as a 
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hardware store. . . . These variety 
lines fill up the gaps. 

“We were greatly surprised at 
the way these new items began to 
sell. New customers came into the 
stores and we went in heavy for 
window displays and flooded our 
territory with hand bills. At the 
end of the first year we found that 
these new departments constituted 
about 40 per cent of the business 
done that year.” 

That year the volume of busi- 
ness done by the firm showed an 
appreciable general increase. Fig- 
ures for 1934 showed that the firm 
did 30 per cent more business 
than in 1933, much of which is 
attributed to the new lines. 


and Prohit 


The Winke-Stube firm finds that 
their regular customers increase 
in numbers because of the fact 
that many come in to buy drug 
store items, hosiery and other 
lines, who would have no occas- 
ion to come in otherwise. The 
hardware department _ benefits 
from this increased traffic. “Any- 
thing,” says Mr. Winke “that 
comes under the term ‘household 
supply’ really fits into the hard- 
ware business.” 

“We had to do something to 
keep out of the red,” he added, 
“that’s why we added the variety 
lines. Now we are using black ink 
aplenty.” 
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$1,600,000,000 is a 
lot of money and here 
is an estimate of its 


distribution 


r \HIS month the bonus bonds 

to veterans began moving 

out, more than 30,000,000 
going to more than 3,000,000 vet- 
erans. It is a $1,600,000,000 gift 
from the government at whose 
behest they went to war twenty 
years ago. During the next few 
weeks another 6,000,000 bonds, 
worth $300,000,000, will dribble 
out to 500,000 veterans who have 
been tardy in applying. When the 
distribution is over, the govern- 
ment will have completed one 
of its largest peacetime disburse- 
ments. 

Within a few weeks hundreds 
of millions of bonus dollars will 
have been spent for automobiles, 
homes, radios, farms, clothing, 
farm machinery, securities and 
refrigerators. 

Perhaps the largest amount will 
go to pay off old debts. About 
$7 out of every $100 probably 
will be spent for what future re- 
ports will describe as “no prac- 
tical benefit,” if past records are 
any guide. 

What the veterans will do with 
about $2,000,000,000—the aver- 
age veteran will get $50 bonds 
worth $500 or $550 and a check 
for about $25—nobody knows. 
President Roosevelt appealed to 
the banks to cash bonus checks 
speedily upon proper identifica- 
tion so that the money “may be- 
gin to flow through the channels 
of trade.” Undoubtedly there will 
be a boom in buying. 

The American Legion, on the 
basis of a survey of its members, 
made an estimate during the leg- 

(Continued on page 72) 
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Where Will Bonus Money Go’? 


The American Legion’s Estimate of Bonus Spending 









































Number of Percentage Total Amount to Percent 
Individual of all be expended for _of Total 
Veterans Certificate purpose indicated _ Bonus 
who will make Holders Payment 
Expenditures to make to be ex- 
for Purpose expenditure pended for 
Indicated for purpose purpose 
indicated indicated 
EXPENDITURE FOR PAYMENT OF DEBTS 
*Pay Old Bills and Debts...... 1, 897, 836 53.91%  $623,615,793.86 31.36 % 
EXPENDITURE ON HOMES 
For Construction and Repairs 
Build New Homes............ 160, 234 4.56% $92,451,003.81 4.650% 
Repair Present House......... 677,728 19.25% 133, 341,613.56 6.706% 
ree 453,722 12.90% 34, 200,215.21 1.720% 
FOR REAL ESTATE 
Purchase Home.............. 239, 568 6.81% $129,478, 752.84 6.512% 
Purchase Lot for Homesite... . 115,397 3.28% 31,775, 692.84 1.598% 
*Purchase Farm............. 153,724 4.37% 66, 733,328.25 3.356% 
EXPENDITURE INSIDE HOMES 
For Furniture and House Furnishings 
Purchasing Furniture......... 558, 689 15.88% $61,102, 102.67 3.073% 
Purchase Rugs and Carpets. . 206, 456 5.87% 9, 962,551.64 501% 
Purchase Other House Fur’ngs 511,752 14.55% 45,491, 700.89 2.288% 
FOR HOME EQUIPMENTS 
Purchase Electric or Gas 
Refrigerator............... 175,413 4.99% $21,234, 632.60 1.068% 
Purchase Oil or Gas Furnace. 59, 685 1.70% 9,037, 103.08 454% 
Purchase Radio.............. 153,062 4.35% 8,761, 112.04 ANG 
EXPENDITURE FOR CLOTHING 
Clothing for Themselves 
Purchase Suit or Overcoats.. . 914,978 26.01% $34,625, 235.89 1.741% 
Purchase Shirts............ ’ 401, 653 11.42% , 048, 374.61 153% 
Purchase Shoes............ 471,024 13.39% 3, 482,874.85 175% 
| eee 356, 620 10.14% 1, 687,205.13 085% 
Purchase Other Manufacturer's 
Furnishings............... 493,871 14.04% 8, 709, 879.02 438% 
CLOTHING FOR THEIR FAMILIES 
Purchase Clothing for Children 910, 342 25.88%  $42,262,063.40 2.125% 
Purchase Clothing for Wife... . 1,003, 305 28.52% 46, 080, 677.05 2.317% 
EXPENDITURES FOR AUTOMOBILES AND MACHINERY 
For Motor Vehicles and Accessories ‘ 
Purchase Passenger Autos. .... 383,922 9.21% $108,561, 859.75 5.400% 
Purchase Trucks............. 44,867 1.28% 14, 154,571.62 112% 
Purchase Auto Tires.......... 170,943 4.86% 5,353, 600. 84 269% 
Purchase Auto Batteries...... 52,814 1.50% 513,032.98 026% 
FOR MACHINERY 
*Purchase Farm Implements. . . 220,115 6.26% $43,821,038.16 2.204% 
EXPENDITURE FOR INVESTMENT 
In Own Business............. 365, 644 10.39% $133,340, 389.20 6.706% 
In Stocks and Bonds......... 43,626 1.25% 21, 653, 626.26 1.089% 
ALL OTHER EXPENDITURES 
EE ree 440, 891 12.53% $67,239, 634.96 3.382% 
OS NC ee 115,231 3.28% 17, 855,931.58 898% 
Savings Accounts............ 361,670 10.28% 88, 884, 270.37 4.470% 
Miscellaneous............... 263, 161 7.48% 79,931, 312.44 4.020% 
PED. osc saewapawes 3,518, 191 $1,988, 391,182.00 100.00% 


* Furnished by American Legion. 












37 


Model Kitchen 


Plus 


Demonstrations 
Put Browns in the Spotlight 


EMONSTRATIONS are 
D steadily increasing kitchen 

equipment sales for the 
Chas. Brown & Sons’ store in San 
Francisco, Cal. Behind a simple 
and attractive display booth, an 
experienced woman demonstrator 
works six days a week during 
store hours. She cooks complete 
meals, special dishes and desserts 
in aluminum ware, explaining 
their preparation as she works. 
She is quick to note any interest 
shown by a prospect and to de- 
velop a sales talk on both com- 
plete sets and individual pieces, 
thus, by this special attention, 
stimulating their sale. 

Also very conveniently located 
opposite the demonstrations booth 
is a complete display of cooking 
utensils, priced by the piece and 


in sets. This arrangement facili- 
tates sales and encourages the 
sale of more than one piece. 

Begun as an experiment, the 
demonstrations now are a con- 
stant and permanent feature of 
this western retail hardware store. 
They have proven worth the time, 
effort, space, and investment as 
they attract the women prospects 
and are popular during most of 
the store’s open hours. 

Going further in the develop- 
ment of kitchen sales, Brown & 
Sons’ store offers a kitchen de- 
sign service, the excellence of 
which is exemplified in its own 
home-like and colorful kitchen, 
replete with unusually helpful 
ideas. Here the store will plan, 
design, and completely furnish 
your kitchen and even more. It 


These displays by Chas. 
Brown & Sons, San Fran- 
cisco, put the store on a high 
plane among retail establish- 
ments. They received com- 
ment and picturization in 
a Sunday newspaper’s roto- 
gravure section. 


will paint your furniture, make 
curtains and cushions for the 
stools or chairs, and design and 
execute accessories to match and 
also put up shelf edgings and 
lay oil cloth. 

This feature, too, was begun 
in a small way, more or less 
experimentally, several years ago, 
but has since grown rapidly in 
scope and popularity because the 
store was quick to take advan- 
tage of the interest it created. 
No secret is made of these ser- 
vices. Only recently in the San 
Francisco Shopping News, several 
examples of complete rooms de- 
signed by Chas. Brown & Sons 
were shown and described. They 
included a custom designed bath- 
room, kitchen, and laundry cen- 
ter. 
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factor in the hardware business,” 
Mr. Swain stated. “But, he fails 
to realize his own power and 
consequently he is slipping, con- 
stantly losing his place in the 
hardware trade. Just as the late 
NRA dictated the policies of do- 
ing business, the retailer can dic- 
tate the policies of the manufac- 
turer,” he said. 

If the retailer would wake up 
to realize his own power and 
demand certain prices and _ poli- 
cies of the manufacturer, he could 
make the manufacturer “come his 
way.” The retailer should force 
the manufacturer to sell to him 
at the same price as the chain 
store pays, getting the same pre- 
ferred discounts. The manufac- 
turer depends more on the retail 
trade than he does on the chain 
store and mail order house and 
he would in that way unhesitant- 
ly place the retailer on an equal 
basis with that of the chain store 
buyer, giving him the same prices. 
As long as the retailer does not 
demand that the manufacturer 
give him the same prices as the 
chain stores get, he can not ex- 
pect to obtain them. 

“The retail store can do just 
as good a job or better than the 
chain store in supplying the de- 
mands of the consumer,” said 
Mr. Collard. The retailer, how- 
ever, must keep his house in or- 
der. He should have the stock 
on hand which is demanded by 
the consumer. The jobber can 
lend great assistance and coop- 
eration in fulfilling this need by 
placing the retailer in a position 
to meet the demands by supply- 
ing adequate stocks of the most 
salable merchandise. 

The jobber should make every 
effort to keep the retailer sup- 
plied with stock which is most 
called for and moved in bulk. 
This should be every-day neces- 
sities. “It should pay the re- 
tailer to make connection with 
the jobber in this respect and for 
the jobber to give his full co- 
operation.” 

Mississippi hardware dealers, 
just as other merchants within 
the State, have the very perplex- 
ing problem of sales tax to con- 
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Mississippi Convention 


(Continued from page 33) 





tend with. This is in addition to 
the taxes ordinarily paid in other 
States. In order to clarify the 
tax problems, the Mississippi as- 
sociation had as one of the prin- 
cipal speakers, the opening day, 
Alf H. Stone, Jackson, Miss., 
State Tax Commissioner. 

The hardware dealer is like 
any other merchant in the State 
selling a commodity, Mr. Stone 
stated. He must deal with the 
sales tax. He stated that it is not 
the policy of his office to be over- 
bearing and stern in collection of 
taxes, particularly sales tax, but 
it is his policy to sell the tax 
service to the merchant and lend 
cooperation in every way. He 
brought out that the sales tax 
“tokens” were in the process of 
manufacture and that through the 
“tokens” the collection of the 
sales tax from the consumer and 
payment of the tax by the mer- 
chant would be greatly expedited, 
as without the “tokens” it is im- 
possible to equalize the sales tax. 
He explained that it is the pur- 


pose of his department to render 
service to the tax-paying public 
rather than impose on them. 

An interesting address was de- 
livered by Sam _ Higginbotham, 
Jr., Jackson, Miss., son of the 
president of the Allahabad Chris- 
tian College in India, who told 
of the progress being made in 
modernizing farming in that coun- 
try through the introduction of 
modern farm implements. 

An elaborate program of en- 
tertainment was presented during 
the meeting. This included golf- 
ing, fishing, swimming, a_ boat 
trip in the Gulf waters and va- 
rious sports. 

The new officers of the associa- 
tion are: M. B. Waring, Tyler- 
town, president, who was elected 
from the first vice-presidency, 
succeeding George A. Alexander, 
Gulfport; A. B. Crawford, Varda- 
man, first vice-president; M. 
B. Morgan, Columbia, second 
vice-president; and John F. Jen- 
nings, Jackson, who was reelected 
secretary-treasurer. Mr. Alexan- 
der was appointed as a member 
of the Advisory Committee to 
succeed W. F. Fincher, Lexing- 
ton, whose term has expired. 





Triangles and Circles 
Combined in Advertising 


(Continued from page 35) 


should be chosen for the main 
heading, Caslon should be used 
for every heading and sub-head- 
ing in the advertisement. Switch- 
ing type in an advertisement is 
akin to changing horses in the 
middle of the stream, and the re- 
sult is liable to be a loss of eye 
interest—in any event, a destruc- 
tion of unity. 

Gothic faces, of which there 
are many, should seldom be used. 
For practically all ordinary pur- 
poses, Roman type, that is, type 
in which small points or seriffs 
are attached to all letters, is bet- 
ter employed than Gothic. A 
great variety of Roman type faces 
or styles are available, and the 
advertiser will have no difficulty 
in finding one suitable for his 
purposes. In fact, a great many 
advertisers—and professional ad- 
vertising men, too—never specify 


a type by name, merely making 
some such designation as “24- 
point Roman display” and leave 
the rest to the printer who un- 
derstands what is wanted and sup- 
plies a suitable type face. 

The “point” system of desig- 
nating type sizés is now univer- 
sally used instead of the former 
confusing method of indicating 
size by a different name for each 
size, as Brevier, Pica, Agate, and 
so on. There are 72 “points” to 
the inch; hence, “24-point Roman 
Display” signifies a Roman dis- 
play type one-third of an inch 
in height. This, however, does 
not signify that the face of the 
type, that is, the part that prints, 
is necessarily one-third of an 
inch. The “point” system refers 
to the body of the type, and the 
printing surface must consequent- 

(Continued on page 60) 
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The decorations tied in with ads 


The interior displays were 
modern 





and interior 
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The advertising was generous and tied in 


Warner Celebrates 
60th Anniversary 


Minneapolis hardware firm does a merchandising 
job to mark 60th milestone 


ITH banners, special win- 

\ \ dow displays, interior 
decorations, and full-page 
advertisements, the Warner Hard- 
ware Co., Minneapolis, Minn., 


broadcast its 60th anniversary of 
growth and enterprise. Pennants 


‘40 


were strung from the roof of the 
company’s five-story brick build- 
ing at 13 Sixth St. South. A 
long sign, running the width of 
the building, proclaimed War- 
ner’s Anniversary Sale. 

Huge “W’s” and window 


with store display 


streamers decorated the store win- 
dows. The interior of the store 
was similarly decorated with these 
giant letters, superimposed on 
which were placards, each an- 
nouncing the anniversary. A full- 
page advertisement in The Minne- 
apolis Journal acquainted the city 
with the many specials that were 
offered. 

The Warner anniversary im- 
plied more than just the duration 
of a business for a length of time. 
It signified the continual growth 
and expansion of a firm, which 
through the industry of its own- 
ers, has kept pace with the de- 
velopment of a city into a cosmo- 
politan center of the northwest. 

When Richard L. Warner 
launched his small hardware store 
and tinshop in 1875 in a section 
of a city that had three years be- 
fore been the municipality of St. 
Anthony, he had but $75 in cash. 
A small store, 12 x 14 feet, held 
his entire stock. He then sold 
his services to a city that then 
depended upon gas and kerosene 
for its lighting. Wooden side- 
walks predominated and only a 
few streets in the business sec- 
tion were paved. 

But despite this inconspicuous 
start, the business forged ahead 
steadily to a position of eminence 
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_ as one of the largest and oldest 


hardware firms in the northwest. 
The small shop by successive 
stages grew into the Warner 
Building, where four stories and 
the basement are devoted to hard- 
ware. Nine departments embrace 
builders’ hardware, both whole- 
sale and retail; tools; paints; 
sporting goods; housewares; cut- 
lery; electrical appliances; ra- 
dios, and a repair shop. 

The builders’ hardware depart- 
ment has furnished the hardware 
for many of the city’s outstanding 
buildings. The tool department 
caters not only to the individual 
customer, but also to large indus- 
trial concerns and dealers. Many 
of the state college and high 
school athletic teams have been 
outfitted by the sporting goods 
department. 

The first of the successive 
changes that were to be made in 
the original business as founded 
by Richard L. Warner came in 
1882, when his brother, Frank R. 
Warner, joined with him in a 
partnership. The store name was 
then changed to Warner Brothers 
Hardware Co. 

Shortly after, a new and larger 
building was selected and the 
original store was moved to an 





adjoining lot and employed as an 
addition. The new facilities seemed 
to lend impetus to the business, 
for again by 1888 newer and 
larger quarters were needed. The 
location chosen was at First Ave. 
SE and Fifth St. in what was then 
an up-to-date brick building. Leon 
C. Warner, sqn of Frank Warner, 
and later president of the com- 
pany, transported the stock there 
with a single horse and wagon. 


The West Side 
Development 


By 1895 the business district on 
the West side of the river was step- 
ping rapidly ahead of what had 
been its St. Anthony rival and the 
Warner Brothers Hardware Co. 
decided to cast its fortunes with 
the new district. The new site was 
at 109 Nicollet Ave. in what was 
then called Bridge Square and was 
next to the W. K. Morrison Co., 
then the leading hardware store of 
Minneapolis. It was a year before 
this move that E. F. Carlson, now 
vice-president of the company, 
joined the organization as delivery 
boy. 

Under the new management the 
business spurted ahead and again 
more space was needed. This time 
the Warner building was erected 


at 13 Sixth St. South. The build- 
ing was designed for expansion so 
that immediately after the move, 
the store occupied only the base- 
ment and half of the first floor. 

For 41 years Richard L. War- 
ner remained active in the busi- 
ness he had founded as a small 
hardware store and tinshop. In 
1917 he retired and three years 
later passed away. Leon C. War- 
ner remained as president and 
active manager until his death in 
1927. He was as prominent in 
the business and civic life of 
Minneapolis as he was in his 
store’s affairs. His services to the 
hardware trade were not limited 


‘to his business, but extended in 


such capacities as president of the 
Minneapolis Hardware Dealers 
Association; as an officer of the 
Minneapolis Retailers Association 
and of the Minneapolis Builders 
Exchange. 

Upon his death, Leon C. War- 
ner, Jr., the third generation of 
the family to be associated with 
the business, succeeded to the po- 
sition of general manager. He, 
with Mrs. Leon C. Warner, Sr... 
president, E. F. Carlson, vice- 
president, and Hubert A. Burns, 
secretary, have since been at the 
head of the company. 





For a long while demonstra- 
tions on the store property near 
the sidewalk have been used to 
good advantage in interesting peo- 
ple in the various wares the store 
had to offer. The main idea is to 
have something of merit which 
will cause people to stop. On 
the other hand, it is seldom the 
demonstrator will be the direct 
cause of making sales for the 
merchandise sold inside the store. 
In a way this is taken care of by 
having items which run into im- 
portant money, like refrigerators 
or stoves setting right near the 
outside salesman. Exceptionally 
well-trimmed show windows are 
calculated to do their part in sell- 
ing merchandise to the people 
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(Continued from page 18) 
who are stopped by the demon- 
strator. 


Demonstrators 


There is a great deal of dif- 
ference between demonstrators, 
Mr. Harter finds. He has found 
those men who are on their own 
do a much better job than the 
men or women sent out by fac- 
tories or distributors. The man 
working for himself is usually a 
much better salesman and makes 
a better impression on the trade 
in general. 

The Central Hardware Co. has 
been on Hollywood Boulevard for 
the past eighteen years, with two 
years in this site, so the length 
of time here, coupled with the 


Selling 









self-evident reliability of the store 
causes people to buy from out- 
side demonstrators with con- 
fidence. Many people stop who 
would never be attracted by va- 
cant lot “pitch men.” 

One thing which has been dis- 
covered here in connection with 
the outside selling is the inad- 
visability of having more than 
one person working at the same 
time. Occasionally a man from 
the stove or refrigeration depart- 
ment will be called to the side- 
walk to answer a question, but 
regular inside salesmen perform 
their regular prescribed store du- 
ties as in any other well-regulated 
store, leaving the outside man to 
do his specialty alone. 
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Carolinas Convention 


Discusses Current Retail Problems 


HE 32nd annual meeting of 

the Hardware Association of 

the Carolinas was held at the 
Francis Marion Hotel, in historic 
Charleston, June 9, 10 and 11. 
About 200 were present when Presi- 
dent Thomas K. Ruff, of Columbia, 
S. C., called the opening session to 
order and 285 had registered by 
time of the closing session Thursday, 


at which V. R. Holt, of Burlington,’ 


N. C., was elected president and 
Winston-Salem chosen for the 1937 
convention next June. 

Fine’ entertainment, numerous 
sightseeing parties, boat rides about 
the harbor and visits to historic 
points in South Carolina’s oldest 
city, featured a program filled with 
helpful discussions that culminated 
in resolutions condemning govern- 
ment sponsored cooperative groups, 
engaged tax-free in competition with 
legitimate merchants; condemnation 
of government entry into “competi- 
tion with its citizens in business 
enterprises when government re- 
ceives its operating capital from 
these same citizens in-the form of 
taxes” as being “uneconomical and 
unfair to individuals”; commended 
the South Carolina legislature for 
not resorting to a sales tax for reve- 
nues and urging the North Carolina 
legislature to repeal its present sales 
tax law; approved the newly formed 
Merchandising Division of the 
NRHA. Other resolutions thanked 
the jobbers and hardware dealers 
of Charleston for “many courtesies 
and wonderful entertainment”. 

In his annual address, President 
Ruff reviewed the extent to which 
“chains have been cussed and dis- 
cussed” with the result “they are 
still with us” but alert hardware men 
have made progress. “I am con- 
vinced,” he said, “that chains are 
not really the octopus we have made 
of them. I am of the opinion that the 
whole question resolves itself into 
one of merchandising rather than 
one of buying. In other words, like 
the drunk in our town who lost a 
dime and was found a block down 
the street looking for it under a 
bright light, we have been looking 
to one greatly magnified point when 
our profits have most likely been in 
another direction. This is a sellers’ 
fight, not a buyers’ fight, and the 
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A. R. CRAIG 
Secretary-Treas. 


sooner we learn to devote the major 
part of our time to selling, to really 
merchandising our wares rather 
than buying, the sooner we will 
solve our problems.” 

Many retailers are showing in- 
creased volume and making money, 
stated Mr. Ruff. “How? By mod- 
ernizing their stores, using attractive 
window and interior displays, con- 
structive advertising—regularly, and 
trained salesmen. You may argue 
chains have advantage of us because 
of centralized national headquarters. 
In reply, I challenge any chain to 
show a more complete and com- 
petent service or source of informa- 
tion and merchandising helps than 
is yours through our own National 
office. The trouble with us is that 
we don’t use them. Let me urge you 
to make greater use of your local 
and national associations, take your 
problems to them, give them the 
benefit of your ideas. Don’t be 
afraid to express yourselves; even a 
watch that won’t run is right twice 
a day.” 

Touching upon the manufacturer- 
jobber problem, and urging unity of 
action by all, President Ruff urged: 
“Let’s start merchandising our hard- 
ware. We can lick the chains, but 
not by merely whining to manufac- 
turers and jobbers for better prices. 
That may help, yes, but doing a bet- 
ter job of selling is the answer. 
Visit the chain stores, get first hand 
information about the goods you are 


Vv. R. HOLT 


President 


Retiring Pres. 


competing with, note their windows, 
counter displays, lighting, be friend- 
ly with their managers, and you can 
learn a lot that will help you in 
your own store and you will learn to 
cooperate in many instances to mu- 
tual advantage.” 

In his annual report, Secretary 
Craig stressed the fact “this is a 
service organization, geared up and 
ready to serve you,” stating that last 
year over 20 per cent of the member- 
ship had asked for information, en- 
tailing, with related activities, over 
4000 typed letters and 30,000 other 
mailing pieces, with about 325 per- 
sonal calls upon members. He urged 
members to inform themselves of the 
Association’s services, merchandising 
helps, etc.,. “and then use them.” 
Rural electrification offers new sales 
opportunities “and various power 
companies are providing advance 
lists of installations, thereby open- 
ing worthwhile sales contacts to 
you,” he said. 

Trade relations, particularly as in- 
volving price differentials, were dis- 
cussed at Tuesday afternoon’s ses- 
sion, the opening address being on 
“Manufacturers’ Discounts, Rebates 
and Allowances,” by H. M. Simmons, 
secretary-treasurer Southeastern Re- 
tail Hardware and Implement Asso- 
ciation, Atlanta, Ga., followed with 
“The Manufacturers’ Answer,” by 
Joseph H. Plumb, of Fayette R. 
Plumb, Inc., Philadelphia, and an 
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Smith-Winchester Co., Jackson, Mich. (C. B. McKee display and advertising), First Award 


Griswold Window Awards 


Company of Oshkosh, Wis., for the 
window designed by Hugh Stout, 
window trimmer for W. T. Stillman, 
Manager. 

The judges, Charles J. Heale, 
Editor of Hardware Age, and Rivers 
Peterson, Editor of Hardware Re- 
tailer, awarded $5 prizes to the 
folowing Griswold dealers: 

Railey, Milan, Inc., Miami, Fla.; 
J. A. Klamm, Syracuse, N. Y.; Sam 
S. Nave, Huntington, Ind.; Erie 
Hardware Co., Erie, Pa.; Hurst & 
Jensen Dept. Store, Centerville, Ia.; 
Schaberg-Dietrich Hdwe. Co., Lan- 
sing, Mich.; Fred P. Straub & Co., 

(Continued on page 76) 


Second Award: Fowler, Dick & Walter, Binghamton, N. Y. 
(B. J. Alexander and R. Smith) 


LY GRISWOLD, Vice-Presi- 

dent of the Griswold Manu- 

turing Company of Erie, Pa., 
today announced the following 
winners in the $400 Griswold Win- 
dow Display Contest. First prize 
of $100 went to Smith-Winchester 
of Jackson, Mich., for the outstand- 
ing window created by C. B. Mc- 
Kee, window trimmer, under direc- 
tion of C. J, Watts, manager of the 
store. The second prize of $50 was 
awarded to Fowler, Dick & Walter 
of Binghamton, N. Y., for the 
window developed by B. J. Alexan- 
der with the cooperation of R. 
Smith, buyer. Third prize of $15 
was won by Stillman Hardware Third Award: Stillman Hdw., Oshkosh, Wis. 
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May Hardware Company Organizes Employees’ ‘20 Year Club’’ 


The May Hardware Co., 1818 
New York Ave., N.E., Washing- 
ton, D. C., has organized a “20+ 
Year Club,” the charter members 
of which are those employees 
who have rounded out a full 20 
years of service with that organi- 
zation. The meeting was held in 
a private room at the Willard 
Hotel where dinner was served. 

It will be the purpose of the 
club to have several dinner meet- 
ings a year and to compile and 
maintain a photographic history 
of each member of the club as 
well as othere associates in the 
organization. Wedding and birth- 
day anniversaries will be suitably 
remembered and as each mem- 





pany, the club will pay special 
recognition. 

Those present, listed in the 
order of their length of service 
were: William B. Sebastian; 
Charles W. Clayton; James V. 
Burke; Arthur May; Leo C. 
May; Chester A. Van Horn; 
Harry E. Young; Fred J. Slagle; 
Howard M. Miles; George R. 
Bowie, and Arnold L. Burd. 

In addition to these, there were 
present the following _ retail 
dealers, who for a number of 
years had served their apprentice- 





ship with the May Company and | 


who are now successfully operat- 
ing retail stores of their own: 


Henry F. Dismer, Washington, | May, 


Warrenton, Va., and F. Tracy 
Campbell, Anacostia, D. C. 

Mr. Sebastian, the dean of 
May’s selling force who has just 
rounded out 41 years of service 
with the company, was elected 
president of the club. Mr. Bowie, 
who is also on the sales force of 
the company and who works out 
of Frederickburg, Va., was 
elected secretary. 

During the course of the din- 
ner, a review of the early history 
of the business was made, and a 
toast was offered to Frank P. 
May, who founded the business 


in 1873. The dinner was in 


| charge of Arthur and Leo C. 


president and _ vice-presi- 


ber completes an additional five D. C.; Carey C. Pearson, War- | dent, respectively, and sons of 
years of association with the com- | renton, Va.; Edward E. Risdon, | the founder. 


Standing, from left to right: Carey C. Pearson, George R. Bowie, Harry E. Young, Arnold 
L. Burd, James V. Burke, Fred J. Slagle, F. Tracy Campbell, Edward E. Risdon, William B. 


Sebastian. 
Sitting, from left to right: Charles W. Clayton, Henry F. Dismer, Arthur J. May, Leo C. 


May, Howard M. Miles, Chester A. Van Horn. 





UNDERWRITERS LAB. | 
EXTEND LABEL SERVICE | 


Transformers for oil 
ignition and for use in gas tube 
signs; cables for oil burner and 
gas tube sign use, and elbows 
and bends for electric metallic 
tubing, have recently been made 
eligible for labeling by the Un- 
derwriters’ Laboratories. Trans- 
formers and cable for the uses 
mentioned above have, until re- 
cently, been listed under Re- 
examination Service. Elbows 
and bends of electric metallic 
tubing have not previously been 
listed. 


burner 





WISHES CATALOGS ON 

LOCKS, AND PADLOCKS 

The Whitlock Supply Co., 1027 
Whitlock Ave., Bronx, New York, 





AA 


would appreciate receiving manu- 
facturer’s catalogs on locks, pad- 


wholesaler’s prices on these items. 
The firm has recently opened a 
wholesale business and is not 
fully familiar with all sources 
of supply. 


DATE SET FOR OUTING 
OF PHILA. ASSN. 


At the June 18 meeting of the 
Retail Hardware Association of 
Philadelphia, presided over by 
George R. Park, Jr., president, 
plans were discussed for the an- 
nual outing of the group to be 
held, July 15. Attendance of 
members at the National Retail 
Hardware Association convention 
in Atlantic City was also planned. 


| locks and kindred lines and | 





STANDARD ELEC. STOVE 
NAMES DISTRIBUTORS 
The Standard Electric Stove 

Co., Toledo, Ohio, has appointed 
the following new distributors: 
Frank M. Brown Co., Portland, 
Me.; Providence Electric Co., 
Providence, R. I.; Massachusetts 
Gas & Electric Light Supply Co., 
Boston, Mass.; Mayflower Lamp 
& Sales Co., St. Louis, Mo.; The 
Frankelite Co., Cleveland; Esco 
Electric Supply Co., Albany, 
N. Y.; Standard Electric Supply 
Co., Milwaukee, Wis.; W. A. 


Roosevelt Co., La Crosse, Wis.; | 


Appliance Distributing Co., 
Columbus, Ohio; Western Metal 
Supply Co., San Diego, Cal.; 
The Olmstead Co., Syracuse, 
N. Y.; Federal Oil Burner Corp., 
Newark, N. J., and O. S. Stapley 
& Co., Phoenix, Ariz. 








OLIVER BROS. MOVE 
TO LARGER QUARTERS 


JAMES H. OLIVER 


Oliver Bros. Inc. of New York 
and Chicago, have moved their 
New York City offices to 417-421 
Canal Street. They occupy the 
entire fifth floor at this address 
which is in the heart of the new 
wholesale hardware district. 

Oliver Bros. Inc., are resident 
buyers for wholesale hardware, 
mill, automobile, electrical, radio 
and plumbers supply houses. 
They recently added several new 
men to their organization, and 
report they have had the best five 
months of any year since 1928. 
The firm was established in 1892. 

They are members of the 
Chamber of Commerce of the 
United States of America; Ameri- 
can Chamber of Commerce in 
Spain; American Chamber of 
Commerce in France; British 
Empire Chamber of Commerce in 
U. S. A. Ine., and the Merchants 
Association of New York. 

Their iron and steel chart, and 
their hardware chart, are used by 
purchasing agents, engineers, 
economists, and by the United 
States Government, in both 
State and Federal departments. 
These are published annually in 
“Who Makes It?” Directory 
Issue of HARDWARE AGE. 

Officers of the firm are: James 
H. Oliver, president, Wilson 
Oliver, vice-president, Albert B. 
Crooker, treasurer, Leonard 
Oliver, secretary and Horace E. 
Dale, assistant secretary. The 
Chicago office is at 59 E. Van 
Buren St. under the supervision 
of Wilson Oliver, vice-president. 
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PHILA. ASSN. PLANS 


CARNEGIE-ILLINOIS NAMES SALES MGRS. company’s retail store in the 
“PHILADELPHIA DAY” 


MOVE 
FOR SHEET AND TIN PLATE DIVISIONS | Citizen’s Bldg., that city. The 


RTERS 


Following the recent merger 
of the American Sheet & Tin 
Plate Co., Pittsburgh, Pa., with 
the Carnegie-Illinois Steel Corp., 
also of that city, a sheet division 
and a tin plate have been created. 
Avery C. Adams, formerly vice- 





recently been the plate sales 
manager for Republic Steel 
Corp., and previously with Jones 
& Laughlin Steel Corp. 


ORGANIZE NEW WIRE 
AND CABLE FIRM 


H. T. Dyett and other former 
associates in the Rome Wire Co. 
have formed the Rome Cable 
Corp. for the manufacture of 
copper rods, bars, bare and in- 
sulated wires and cables. Plants 
and general offices are at 330 
Ridge St., Rome, N. Y. 

The officers are: H. T. Dyett, 
president; H. W. Bernard, vice- 
president and treasurer; C. A. 
Scott, vice-president and_ sales 





new department is in addition to 
the company’s industrial division, 
which operates in the wholesale 
end of the firm’s activities at 805 
N. Morgan. 

A very complete, well arranged 
and conveniently located sample 
room has been placed at the dis- 
posal of architects, contractors 
and owners. Here, they may as- 
semble, discuss their problems, 
get prices, inspect samples of the 
goods handled by the firm, view 
catalogs, get manufacturers’ lit- 
erature, and other helpful infor- 
mation. 

Mr. Gasser will contact archi- 
tects and contractors in central 
eastern Illinois. He is a gradu- 
ate of the University of Illinois, 








“Philadelphia Day” at the At- 
lantic City convention of the 
N.R.H.A. is planned by the Re- 
tail Hardware Association of 
Philadelphia. President George 
R. Park, Jr., of the local unit 
has appointed a committee to 
arrange for the event when the 
convention is held in Haddon 
Hall, Atlantic City, July 20 to 23. 

The committee will enroll a 
delegation to attend the conven- 
tion on the day agreeable to con- 
vention officers. A Philadelphia 
speaker, probably a member of 
the local unit, will no doubt be 
programmed. 

Some of the Philadelphia hard- 
ware retailers intend being pres- 
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BROOKS & SONS, INC., 
NOW A PARTNERSHIP 


The form of organization of 
M. S. Brooks & Sons, Inc., Ches- 
ter, Conn., manufacturer of bright 
iron and brass wire goods, has 
been changed from a corporation 
to a partnership. The business 
will continue without interrup- 
tion with undiminished financial 
resources and under the same 
management. 

The partnership, operating as 
M. S. Brooks & Sons, dates from 
May 1 and assumes full respon- 
sibility for all transactions prior 
to and after that date. The part- 
ners are Louis M. Brooks and 
Malcolm G. Brooks. The formal 
notice of dissolution of the cor- 
poration reads as follows: 

“Whereas all stockholders of 
M. S. Brooks & Sons, Inc., have 
agreed to dissolve and are pro- 
ceeding to terminate the cor- 
porate existence in accordance 
with the statutes for that purpose, 
provided, therefore, all creditors 
of M. S. Brooks & Sons, Inc., 
are hereby warned that claims 
against the corporation must be 
presented for payment to L. M. 
Brooks at the office of the cor- 
poration in Chester, Conn., within 
four months of the date of this 
publication—(Dated) April 30, 
1936, Chester, Conn.” 


NORTH JERSEY ASSN. 
HELD BIG “STAG” PARTY 


More than two hundred hard 
waremen from the retail, whole- 
sale and manufacturing branches 
of the trade attended the “Good 
Time Stag Party” held by the 
North Jersey Hardware & Supply 
Assn., at the Montclair Athletic 
Club, Valley Road, Montclair, 
N. J., on Thursday evening, June 
18. The occasion marked the 
resumption of the party as an 
annual affair, and attendance es- 
tablished a new high record. 

An excellent beefsteak dinner 
preceded an entertaining stage 
program, and the entire event 
was most enjoyable and success- 
ful. The entertainment commit- 
tee was composed of Harold L. 
Miller, Miller Hardware Co., 
Jersey City; Jerry Scanlon, Cook 
& Dunn Paint Corp., Newark, 
and John Jacobus, brush manu- 
facturer, Verona. 


GILPATRIC, PRESIDENT 
OF PRODUCER’S COUNCIL 


At the 13th joint convention of 
the American Institute of Archi- 
tects and The Producers’ Council 
held in May at Old Point Com- 
fort, Va. F. R. Gilpatric of 
The Stanley Works, New Britain, 
Conn., was elected president of 
the Council. This Council in- 
cludes a large group of manufac- 
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turers of quality building mate- 
rials who are affiliated with the 
American Institute of Architects 
to promote better understanding 
and a better exchange of in- 
formation between the two im- 
portant units of the building 
industry, the architects and the 
producers. 


S. M. MERCIER JOINS 
BOSTON WOVEN HOSE 


The Boston Woven Hose & 
Rubber Co., Boston, Mass., has 
appointed to its sales and engi- 
neering staff, Stanley M. Mer- 
cier, for many years identified 


\A 


STANLEY M. MERCIER 


with sales, engineering and con- 
struction of conveying systems 
for the Jeffry Mfg. Co., Colum- 
bus, Ohio. 

Mr. Mercier has been in charge 
of many of the largest installa- 
tions in all sections of the coun- 
try, notably the Grand Coulee 
Dam, Ft. Peck, the Florida Ship 
Canal at Ocala, Fla., and the East 
Boston, Mass., harbor tunnel. 

He will be located at the com- 
pany’s headquarters in Boston 
and will be available for consul-, 
tation on conveying problems of 
all kinds. 


EASY WASHING MACHINE 
CORP. ELECTS OFFICERS 


At a meeting of the board of 
directors of the Easy Washing 
Machine Corp., Syracuse, N. Y., 
held June 15, the following of- 
ficers were elected: J. C. Nelson, 
president and general manager; 
H. L. Babcock, vice-president and 
treasurer, and H. Paul Nelligan, 
vice-president and general coun- 
sel. The following officers were 
reelected: S. C. Stivers, secretary, 
and G. K. Chrismer, assistant 
secretary and assistant treasurer. 


REORGANIZATION OF 
PRIMA UNDER WAY 


Within a very short time the 
details of a complete reorganiza- 





tion of the Prima Mfg. Co., 
Sidney, Ohio, manufacturer of 
Prima washers and ironers, will 
be announced. The company 
states that plans are now under 
way which point to an early lift- 
ing of the trusteeship and the 
continued operation of the firm 
under its own power. Sales 
plans indicate a general policy 
of distribution through major ap- 
pliance and other large wholesale 
distributors on a national basis. 
The company also states that de- 
spite persistent rumors, Prima 
Mfg. Co., Inc., has no affiliation 
with any other appliance manu- 
facturer and the reorganized com- 
pany will be entirely controlled 
by Sidney interests. 


CORBIN CABINET LOCK 
MAKES APPOINTMENTS 


Norman J. Vile has been ap- 
pointed general superintendent of 
the Corbin Cabinet Lock Division 
of The American Hardware 
Corp., New Britain, Conn., ef- 
fective June 15th. He was with 
the Corbin Screw Division of the 
corporation for 16 years and re- 
tains supervision of the Speedom- 
eter and Tachometer department 
of that division. 

Irving J. Fletcher has been ap- 
pointed production manager of 
the lock division, with which 
concern he has been connected 
for the past seven years as as- 
sistant works manager. He was 
previously employed for six years 
with the Fafnir Bearing Co. as 
foreman and assistant superin- 
tendent of machining. He has 
also been connected with the 
Colt Patent Fire Arms Co., the 
New Britain Machine Co., and 
other large firms. 


PEXTO RECEIVES 
CERTIFICATE OF MERIT 


The Peck, Stow & Wilcox Co., 
Southington, Conn., has received 
a Certificate of Merit and a place 
on the National Honor Roll for 
its recently completed record run 
of 282,298 man hours without 
having a lost-time accident. The 
certificate was presented to the 
company for conspicuous achieve- 
ment in accident prevention rep- 
resented by the operation of its 
plant without a lost-time accident 
for a continuous period as cov- 
ered by the number of man hours. 

This certificate was awarded by 
the Liberty Mutual Insurance 
Co., being one of a national 
group covering compensation in- 
surance. The Peck, Stow & Wil- 
cox Co., according to records 
available, is one of 110 factories 
in the whole United States re- 
ceiving this award. 





LEATHER FIRM ADDS 
WHOLESALE HDWE. DEPT. 


W. C. Thomas Leather Co., 
Inc., wholesale leather and shoe 
findings firm of Gainesville, Ga., 
has added a wholesale hardware 
department. The company ex- 
pects to carry a general line 
of hardware, implements, guns, 
ammunition, cutlery, etc. 

The firm has employed all of 
the remaining personnel of the 
Pruett-Barrett Hardware Co., con- 
sisting of the two road salesmen, 
John H. Hawkins and Jesse A. 
Anderson; also Harold Head, the 
billing clerk, and Chas. H. Tan- 
ner, the shipping clerk. The Pru- 
ett-Barrett Hardware Co. was de- 
stroyed by the disastrous tornado 
which struck Gainesville in the 
early part of April. 

The officers of the W. C. 
Thomas Leather Co., Inc., are 
W. C. Thomas, president and 
treasurer; J. B. Mundy, Jr., vice- 
president; V. C. Simpson, vice- 
president, and J. G. Dunlap, sec- 
retary. 


REPUBLIC BUYS 
CANTON TIN MILL 


The Republic Steel Corp., 
Cleveland, Ohio, has announced 
its purchase as of July 1, subject 
to court control, property of the 
Canton Tin Plate Corp., Ohio, for 
a cash consideration which was 
not disclosed. 

The Canton plant will be op- 
erated as part of the Republic 
organization, no changes being 
anticipated in the present per- 
sonnel. The property consists of 
nine tin mills with complete fin- 
ishing departments. During nor- 
mal operations the plants employ 
about 700 men. W. H. Davey has 
been president of the Canton 
concern. 


100 AT ESSEX COUNTY 
HDWE. ASSN. PARTY 


More than 100 attended the 
annual outing, June 14, of the 
Essex County, N. J., Retail Hard- 
ware Assn. at Mazda Brook. An 
extensive program of games and 
entertainment was arranged by 
Charles Prior’s entertainment 
committee. Adolph Shaw of Shaw 
Bros. Hardware Co., Newark, 
N. J., was winner in a golf tour- 
nament. 

At the June 11 meeting of the 
group M. M. Plotkin, counsel for 
the organization, gave a very in- 
teresting report on the confer- 
ence held with the Motor Fuel 
officials regarding the State Tax 
on Varsol and Naphtha. Forty 
members attended this meeting, 
at which Theo. Yecies, president 
presided. The group will not 
meet during July and August. 
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ROBINSON-PATMAN ANTI-PRICE DISCRIMINATION BILL 
RECEIVED PRESIDENT’S SIGNAT 


The act is designed to amend the Clayton Act or anti-trust law 
in such a manner as to eliminate the granting of preferential 
prices, advertising allowances and special discounts to syndi- 


cate and other concerns with large buying power. 


Its spon- 


sors declare that the law will benefit one and one-half million 
independent dealers in that it will place them in a more 


equitable competitive position. 


The bill’s opponents assert 


that it will have the effect of increasing prices to consumers. 


With the signing of the act by 
the President on Saturday, June 
20, the Robinson-Patman Anti- 
Price Discrimination Bill has 
finally became a law following 
almost a year of Congressional 
controversy over its provisions. 
The bill was originally sponsored 
by the United States Wholesale 
Grocers’ Association, and was intro- 
duced in both houses last year 
by Representative Wright Pat- 
man (Dem., Tex.) and Senate 
Majority Leader Joseph H. Rob- 
inson. At its inception the bill 
was strictly an anti-chain store 
measure, aimed directly against 
corporate food distributors, but it 
underwent a series of changes 
and revisions, and in its final 
form it applies to all lines of in- 
dustry, even to the minerals 
group. 

Many believe that the measure 
heralds the dawn of a new era 
for independent dealers, but those 
who have opposed the legislation 
feel that it subsidizes a small 
group of middlemen at the ex- 
pense of legitimate business. 

Briefly stated the intent of the 
law is to: 

Make brokerage payments un- 
lawful unless offered for a ser- 
vice actually rendered or per- 
formed for the payee. The intent 
of this provision is to eliminate 
the system of “dummy broker- 
age,” which is said by sponsors 
of the measure to constitute one 
of the chief advantages enjoyed 
by chains over independent com- 
petitors. 

To prohibit all price discrimi- 
nations tending to lessen compe- 
tition, create a monopoly, or to 
injure, destroy or prevent com- 
petition with any person who 
either grants or knowingly re- 
ceives the benefit of such dis- 
crimination; or with customers 
of either the grantor or grantee. 
Price differentials are not in- 
cluded in this provision. 

To authorize the Federal Trade 
Commission to fix quantity lim- 
its as to various commodities, and 
when so fixed to prohibit fur- 
ther price differentials on quan- 
tities purchased in excess of those 
limits. 

To permit sellers to select their 
own customers in bona fide trans- 
actions. 

To protect “purely legitimate 
trade movements” against loss 


JULY 2, 1936 





through market changes, perish- 
able goods, etc. 

To authorize price reductions 
in cases where such procedure is 
necessary to meet competitor’s 
levels. 

To prohibit the seller from 
paying the customer for services 
or facilities furnished by the 
latter in connection with the 
seller’s goods unless such pay- 
ment is available on proportion- 
ally equal terms to all other com- 
peting customers, and to pro- 
hibit the seller from furnishing 
services or facilities to the pur- 
chaser in connection with the 
processing, handling or sales of 
the commodities concerned unless 
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they are accorded to all pur- 
chasers on proportionally equal 
terms. 

To make equally liable the per- 
son who knowingly induces or 
receives a discrimination in price. 

A fine not to exceed five thou- 
sand dollars, or imprisonment 
not exceeding one year, or both, 
are provided as penalties for vio- 
lation of any provisions of the 
bill. 

From the information available 
at this time, it would appear that 
there are ambiguities which will 
ultimately require judicial deter- 
mination of the issues involved. 

The progress of the measure, 
details of the changes made in 
the bill following its introduction 
and other important developments 
in connection with the legislation 
were reported in the following 
recent issues of HARDWARE AGE: 
June 18, p. 48; June 4, p. 44; 
April 23, p. 33, and April 9, p. 
66. Preceding issues presented 
information on the bill in its 
earlier stages. 





Walsh-Healey Government Contracts Bill 
Now Awaiting President’s Consideration 


The Walsh-Healey government 
contracts bill was enacted on 
June 20, the final day of 74th 
Congress, and is now in the hands 
of the President for approval. 
If endorsed the bill will become 
law ninety days after being 
signed by the President. The 
measure bestows power in the 
executive branch of the govern- 
ment to determine the scale of 
wages and hours which shall be 
obeyed by all contractors ex- 
ecuting government contracts in 
excess of $10,000. The bill also 
provides conditions for the pur- 
chase of supplies, and the mak- 
ing of contracts, loans, or grants 
by the United States. Various 
agricultural products are ex- 
empted. 

The measure does not apply to 
the purchase of materials that 
can be usually bought in the 
open market unless manufactured 
according to specifications. Con- 
sequently, standard supplies such 
as are carried by hardware re- 
tailers and wholesalers do not 
come within its terms. 

Sponsored by the American 
Federation of Labor, the act pro- 
vides for an 8-hr. day, 40-hr. 
week and minimum wages. It 
bars employment of females un- 
der the age of 18 years and of 
males under the age of 16 years 
and prohibits sweatshop condi- 
tions and convict labor. The 
contractor must be a manufac- 
turer of, or a regular dealer in, 
the supplies used in the per- 





formance of the contract. Re- 
funds or so-called “kick-backs” 
are prohibited between employ- 
ers and employees. 

The act does not set the stand- 
ard for minimum wages by refer- 
ence to the codes that obtained 
under NRA, but definitely sets 
it as the prevailing minimum 
wage for similar work in the 
locality where the contract is to 
be performed. It provides for a 
determination by the Secretary 
of Labor with respect to the pre- 
vailing wage. After such deter- 
mination has been made the fig- 
ure will be included in the stipu-+ 
lations in the contracts. 

The Secretary of Labor is au- 
thorized to administer the law 
and with the consent of the 
States may employ such State and 
local officers and employees as 
are found necessary to administer 
the provisions of the act. 

Provision is made for exemp- 
tions and dispensations that may 
be granted either under existing 
conditions in an emergency or 
where the particular industry 
may not be in a position to live 
strictly up to the terms of the 
law. Authority is given the Sec- 
retary of Labor to make exemp- 
tions and dispensations where 
the facts so warrant in the opin- 
ion of the contracting officer. It 
is also provided that the Secre- 
tary may permit an increase in 
the maximum hours of labor 
stipulated in the contract but 
shall set a rate of time and 





GLEASON AT CHICAGO 
BRANCH FOR RAWLPLUG 


The Chicago branch of The 
Rawlplug Co., Inc., 98 Lafayette 
St., New York City, will be in 


J. W. GLEASON 


charge of J. W. Gleason, gradu- 
ate engineer. Mr. Gleason was 
formerly general manager of the 
Knapp Bros., Mfg. Co., Joliet, III. 
Previously he had been assistant 
general sales manager of the 
Kalman Steel Co. for five years, 
and has had sales engineering ex- 
perience with the General Fire- 
proofing Co. for seven years. 
Prior to that he was with the 
Northwestern Expanded Metal 
Co. and the Link Belt Co. 

A complete stock of the vari- 
ous Rawlproducts will be car- 
ried in Chicago for immediate 
delivery. 








half for overtime. 

An uncertainty arises from the 
provision of the law exempting 
government purchases in the 
open market from the new regu- 
lations. A sufficiently broad in- 
terpretation of this section may 
remove a large proportion of all 
government supplies from the 
scope of the act. On the other 
hand, since a large proportion of 
all government purchases are 
made on a contract basis, after 
public bidding, it is difficult to 
see how such purchases can be 
held to have been made in the 
open market. 


GOES OUT OF BUSINESS 


The Noell Hardware Co., Inc., 
111 E. Chapel Hill St., Durham, 
North Carolina, has discontinued 
its business. 


NEW SECRETARY FOR 
DAYTON ASSOCIATION 


John H. Kramer, assistant sec- 
retary and treasurer of the Day- 
ton Retail Hardware Dealers 
Association, has been appointed 
secretary of that group, succeed- 
ing Brooks Harmon. 
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NEW STOVE PLANT 
FOR GRAY & DUDLEY Co. 


A contract has been let for a 
large addition to the Gray & 
Dudley Co.’s stove foundry, Nash- 
ville, Tenn., it was announced by 
Houston Dudley, president of the 
company. The new building will 
cost $50,000, it is estimated, and 
will be of all steel and concrete 
fireproof construction. The esti- 
mated cost does not include the 
value of the real estate, since the 
new plant will be located on land 
the company now owns, and on 
which its large foundry stands. 

The firm’s enameling plant will 
be operated in the new addition 
and it is also planned to move 
the present gas range and elec- 
tric range plants there. Four new 
electric furnaces, replacing oil 
furnaces, -will help make the 
enameling plant one of the larg- 
est of its kind. It will be devoted 
exclusively to enameling stove 
parts. 

With the foundry now melting 
about 170,000 pounds of southern 
pig iron daily, indications are 
that the company will do the 
largest volume of business in its 
history this year. 


RAILEY-MILAM OPENS 
ITS FOURTH STORE 


Railey - Milam, Inc., Miami, 
Fla., continuing its established 
policy of expansion through open- 
ing of branch stores, has added 
a fourth to its chain in Miami 
Beach at 621 Washington Ave., 
the building formerly occupied 
by the Miami Beach Paint and 
Hardware Co. Because of the tre- 
mendous building program now 
under way in Miami Beach, this 
new store will be appreciated by 
builders and contractors, as the 
same service and facilities as are 
available in the main store at 
Miami, will be offered. General 
hardware, paints, and contrac- 
tors’ supplies will be carried. R. 
E. Miller is general manager of 
Railey-Milam, Inc. 


REMINGTON ARMS NAMES 
MERCHANDISING MGR. 


Pierre Boucheron, who on Feb. 
1, became assistant sales man- 
ager of the cutlery division of 
Remington Arms Co., Inc., 
Bridgeport, Conn., has been ap- 
pointed general merchandising 
manager of that company effec- 
tive June 1, it was announced by 
B. E. Strader, director of do- 
mestic sales. 


DAYTON RETAIL ASSN. 
TO HOLD ANNUAL PICNIC 
The annual picnic of the Day- 


ton Retail Hardware Dealer’s 
Assn. will be held Wednesday, 


48 





July 15, at McCrabb’s Beechwood 
Grove, Dayton, Ohio. It will be 
an all-day affair for the dealers 
and their clerks and anyone as- 
sociated with the hardware trade. 
All dealers from nearby cities 
and salesmen are cordially in- 
vited to attend. A _ delicious 
luncheon will be served at noon; 
refreshments during the day, and 
a chicken dinner at 6:00 p. m. 
NEW RETAIL STORE 
FOR DETROIT, MICH. 


Aaron Hardware and _ Lino- 
leum, a new company, has been 
formed by Barnie Aaron at 7617 
Mack Ave., Detroit, Mich. This 
is the first store Mr. Aaron has 
ever operated independently. 








JOHN E. DIETZ 


John E. Dietz, 79, president of 
R. E. Dietz Co., New York City, 
manufacturer of Dietz lanterns, 
passed away June 12 at his sum- 
mer home in Greenwich, Conn. 


JOHN E. DIETZ 


Mr. Dietz entered the company 
as a young man of 21 years and 
had devoted all his life in the 
business. Shortly after his entry 
into the concern, he went to 
Chicago as manager of the 
western branch. Returning a few 
years later to New York, he 
served in various capacities, be- 
coming the first secretary of the 
company when it was incorpor- 
ated in 1886. He _ succeszively 
became vice-president, and on the 
death of his brother, Fred Dietz 
in 1915, became president and 
general manager in which ca- 
pacity he served for 21 years. 
Many inventions and improve- 
ments in the manufacture of 
lanterns are directly attributal to 
Mr. Dietz during the years of 
his activity with the company, 
founded by his father. 

Mr. Dietz was a member of the 
New York Athletic Club, Hard- 








REORGANIZE BOTTOMLEY 
& MACFARLANE STORE 


The Bottomley and MacFar- 
lane Hardware store, opened 
three months ago at 15104 Ker- 
cheval Ave., Grosse Pointe, De- 
troit, Mich., has been reorganized 
with the withdrawal of Mr. Bot- 
tomley from the company. Charles 
S. MacFarlane has taken over the 
sole ownership of the store. 


SIMONS BUYS 
MOSS HARDWARE 
The former Moss Hardware 
Co., operated by John Moss at 
10326 Fenkell Ave., Detroit, 
Mich., has been sold to M. Sim- 
ons, who is operating the store 
as the Simons Hardware. 


OBITUARY 


ware Club and others. He leaves 
his widow, a daughter and a son, 


Robert E. Dietz of New York. 


WILLIAM H. LANDERS 
William H.. Landers, 78, 


founder, president and treasurer 
of the W. H. Landers Co., Inc., 
Syracuse, N. Y., manufacturer 
and distributor of stoves and 
heating equipment, passed away 
June 5. 

Mr. Landers began his bus‘ness 
career in Utica, N. Y., in 1870 as 
an apprentice in the sheet metal 
trade with Owen & O’Neil, Son 
& Co., for three years. He then 
became a commercial traveler 
and for the next 10 years repre- 
sented Russell Wheeler, Son & 
Co., selling stoves and furnaces. 
In 1888 Mr. Landers came to 
Syracuse and served for 14 years 
as manager of the Old Syracuse 
Stove Works. Resigning in 1903, 
he organized his own company 
and became a manufacturer and 
distributor of stoves, furnaces, 
and heating equipment. 

He leaves two sons, Francis K. 
Landers and Maurice H. Land- 
ers; a sister, and two grand- 
children. 


ADOLPH RUPENTHAL 


Adolph Rupenthal, 69, well 
known Cascade, Wis., hardware 
merchant, died at his home in 
that city June 13. He had opened 
a hardware store there with his 
brother, August, in 1891, later 
operating the store alone until 
he retired in 1935. The store is 
now operated by his four sons. 
In addition a daughter survives. 


ALVA JACKSON WILLIAMS 
Alva Jackson Williams, 71, 
proprietor of the Williams Hard- 
ware store, Port Orchard, Wash., 
passed away recently. He came 








MFRS., WHOLESALERS 
TO MEET OCT. 19-22 


The 73rd semi-annual conven- 
tion of the American Hardware 
Manufacturers Association and 
the 42nd annual convention of 
the National Wholesale Hard- 
ware Association will be held 
jointly at Atlantic City, Oct. 19 
to 22, 1936. The headquarters 
of both associations will be at 
the Marlborough - Blenheim and 
all sessions will be held there. 
Charles F. Rockwell is secretary 
of the manufacturers’ association, 
with offices at 342 Madison Ave., 
New York City. George A. Fern- 
ley is secretary of the wholesale 
association with headquarters at 


505 Arch St., Philadelphia. 








to Port Orchard in 1888, when 
it was called Sidney. Later he 
operated a machine shop in 
Seattle for several years. He 
went to Alaska during the gold 
rush of 98 and walked the full 
length of the Yukon River with 
a dog team. His mining opera- 
tion proving successful he spent 
several years in Alaska, later go- 
ing to Tacoma where he started 
a machine shop. In 1928 he pur- 
chased the hardware store in 
Port Orchard. 

He leaves his widow, 
daughter, and three brothers. 


ROBERT W. HENRY 


Robert W. Henry, 67, hardware 
salesman, died at his home in 
Memphis, Tenn., June 19, follow- 
ing an illness of almost two years. 
Mr. Henry was connected with 
the William E. Barnes Hardware 
Co., until ill health forced his 
retirement some months ago. He 
leaves his widow and two sisters. 


JOHN P. LAWRENCE 


John P. Lawrence, 63, passed 
away June 6 after an operation. 
He was the junior member of 
the hardware and coal firm of 
Field & Lawrence, Bellows Falls, 
Vt. 


AUGUST W. KRAUSE 


August W. Krause, 70, presi- 
dent and treasurer of the Western 
Hardware Mfg. Co., Milwaukee, 
Wis., for the past 22 years, 
passed away June 9 at the home 
of his daughter there. His widow 
also survives. 


J. C. OWINGS 


J. C. Owings, 60, hardware 
merchant of Glen Alice, Tenn., 
passed away suddenly June 14, 
following a heart attack. 


HARDWARE AGE 









ALERS 
19.22 


il conven- 
Hardware 
ition and 
ention of 
le Hard- 
be held 
, Oct. 19 
dquarters 
ill be at 
heim and 
Id there. 
secretary 
sociation, 
ison Ave., 
A. Fern- 
wholesale 
larters at 
lia. 


38, when 
Later he 
shop in 
ars. He 
the gold 
the full 
iver with 
g opera- 
he spent 
later go- 
2 started 
} he pur- 
store in 


dow, a 
hers. 


(RY 


ardware 
1ome in 
, follow- 
0 years. 
ed with 
ardware 
ced his 
igo. He 
sisters. 


ICE 


passed 
eration. 
iber of 
firm of 
s Falls, 


SE 


_ —presi- 
Vestern 
yaukee, 

years, 
> home 
widow 


rdware 
Tenn., 
ne 14, 


AGE 







































































Coming N.R.H.A. Congress Will Develop The Main Theme 


of *‘Progressive Merchandising”’ and Related Sub-Themes 





Thirty-seventh annual meeting will be at the Chalfonte- 
Haddon Hall Hotel in Atlantic City, July 20 to 23 inclusive. 
Principal addresses will be delivered by presidents and past- 
presidents of affiliated State associations. 





“Progressive Merchandising” 
will be the principal theme de- 
veloped at the thirty-seventh an- 
nual congress of the National 
Retail Hardware Association, 
which will be held at the Chal- 
fonte-Haddon Hall Hotel, Atlan- 
tic City, N. J., during the four 
days beginning on Monday, July 
20. Other closely related phases 
of the main theme of the con- 
gress will also be studied and 
discussed. 

An unusually interesting pro- 
gram has been arranged for the 
opening session on Monday eve- 
ning. Following invocation by 
William Moore, Detroit, the an- 
nual roll call will be conducted 
and the delegates and guests will 
be introduced by Managing Di- 
rector H. P. Sheets. President 
C. C. Carter, Carthage, Mo., will 
then deliver his official message, 
and following this the first eve- 
ning’s program will be brought to 
a close with an address by James 
H. Gheen, noted humorous and 
inspirational speaker of New 
York City. On the opening day 
the usual preliminaries, such as 
registration, the pre-congress 
meeting of the N.R.H.A. board 
of governors, and the annual 
meeting of the officers’ council 
will also take place. 

The business sessions of the 
congress will begin Tuesday 
morning with a report and pre- 
liminary statement by Mr. Sheets 
and following this development 
of the theme for the congress will 
be begun. The session subjects 
will be presented in the form of 
questions and answers with twelve 
presidents and past presidents of 
affiliated state associations reply- 
ing to questions broached by 
questioners on the platform. The 
questioners have not, as yet, been 
named. After each session an 
ample period has been provided 
for forum discussions. 

As the first dealer speaker at 
the Tuesday morning session, 
Clyde Tomlinson, president, 
Texas Hardware and Implement 
Association, Hillsboro, Texas, will 
discuss “A Firm Foundation,” in 
which the financial structure un- 
derlying a sound retail business 
will be considered. Theo. Suen- 
nen, president, Wisconsin Retail 
Hardware Association, Hudson, 
Wis., in an address on “Accent 
on Appearance,” will point out 
the physical elements of a suit- 
able retail hardware establish- 
ment, 
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HUGH C. ROSS 
Vice-Pres., N.R.H.A 


Speakers at the Tuesday after- 
noon session will be Ralph David, 
past president, Indiana Retail 
Hardware Association, Logans- 
port, Ind., and Robert J. Mur- 





ray, past president, Pennsylvania 


and Atlantic Seaboard Hardware 
Association, Honesdale, Pa. Mr. 
David’s subject, “Goods That 
Will Go,” will relate to stock 
selection, turnover and supply 





c. C. CARTER 
President, N.R.H.A. 


sources, while Mr. Murray’s ad- 
dress, “Telling Customers,” will 
describe retail hardware promo- 
tional methods. 

At the Wednesday morning 
session speakers will be: Horace 





Disston Honors Charles M. Hoover on 61 Years’ Service 





Charles M. Hoover of the circular saw department of Henry 
Disston & Sons, Inc., Philadelphia, Pa., was duly honored re- 
cently in tribute to his 61st year of continuous active service 
with the company. Mr. Hoover started work as an apprentice 


saw maker at the Disston plant 


when he was slightly under 14 


years of age. Today at 75 he is in excellent health and physical 
condition and is as quick as men many years younger. 

S. Horace Disston, vice-president and general manager of the 
company, who from the time he was 19 years old until he was 
well past 30 worked in the Tacony plant, learned the art of 


filing circular saws from Mr. Hoover. 


It was Mr. Disston, 


who on one of his trips through the plant, was reminded of the 
approaching day that marked the completion of 61 years of 
service on Mr. Hoover’s part. Feeling the occasion to be note- 
worthy, he returned to the circular saw department and pre- 
sented Mr. Hoover with a box of cigars and check from the 
company in commemoration of the event. 








P. Aikman, director, N.R.H.A., 
Cazenovia, N. Y.; Veach C. Redd, 
also an N.R.H.A. director, Cyn- 
thiana, Ky., and J. A. Van Ness, 
president, lowa Retail Hardware 
Association, Mason City, Iowa. 
Mr. Aikman, with “Fortifying 
Good Will” as his subject, will 
discuss various phases of store 
service. Mr. Redd’s topic will be 
“Surveying the Field,” and will 
deal with competition and the 
preferential price evil. The ad- 
dress of Mr. Van Ness entitled 
“Trained for their Tasks” will 
relate to hardware store sales- 
manship, and employee training 
and compensation. 

The addresses at Wednesday 
afternoon’s session will be deliv- 
ered by John W. Yowell, presi- 
dent, Virginia Retail Hardware 
Association, Culpepper, Va., and 
B. H. Gude, past president, Mis- 
souri Retail Hardware Associa- 
tion, St. Louis, Mo. Mr. Yowell’s 
subject, “Getting the Money,” 
will pertain to credit policies, 
terms and collections. Mr. Gude 
will discuss “Keeping Cash 
Busy,” and will stress the im- 
portance of merchandise control 
and scientific inventories. 

Thursday morning’s 
will include addresses by H. M. 
Weeks, president, California Re- 
tail Hardware Association, Sebas- 
topol, Cal.; Dan E. Billman, past 
president, Minnesota Retail Hard- 
ware Association, Minneapolis, 
Minn., and W. C. Judson, presi: 
dent, Michigan Retail Hardware 
Association, Big Rapids, Mich. 
With “Living Within Our Means” 
as his subject, Mr. Weeks will 
emphasize the importance of 
store expense control. Mr. Bill- 
man’s topic, “Proceeding with 
Assurance,” will relate to profit 
planning and periodical check- 
up, while Mr. Judson in his ad- 
dress, “Head of the House,” will 
point out the responsibilities of 
management. 

The final business session on 
Thursday afternoon will feature 
a summarization, by Bill V. Van, 
well-known soap manufacturer 
and public speaker, of the im- 
portant points brought out dur- 
ing preceding sessions. The an- 
nual conference of secretaries is 
scheduled to be held this year 
during the week-end following 
the congress. 

Another change from previous 
years will be that there will be 
an informal reception instead of 
a dance following the opening 
session on Monday evening. On 
Tuesday arrangements for a 
dance are being made by a com- 
mittee from the PASHA Associa- 
tion, which organization serves 
the territory in which Atlantic 
City is located. The same com- 
mittee is also arranging a special 
party for the ladies of the con- 
gress on Wednesday afternoon. 


session 
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HOWS the 


HARDWARE 
Business ? 


July 2, 
1936 


Sales of fencing, barbed wire 
and staples have been quite heavy 
this season, but nails are rather 
quiet. Prices of wire, wire products 
and wire rods underwent no change 
for third quarter, while various other 
steel lines were advanced. Nails have 
been low relative to plain wire. In 
most parts of the country jobbers’ 
resale prices have been firm. 

* & * 


Manufacturers have _  an- 
nounced an advance of $3 per ton 
on railroad, boat and barge spikes 
and on track bolts, to be in effect at 
the expiration of current contracts. 
There is a similar increase on heavy 
rivets. On small spikes, sold at list 
and discount, jobbers are now quoted 
an advance of 5 per cent. Some 
makers of small (discount) rivets 
have also advanced prices about five 
per cent. 

* a * 

Prices on metals other than 
steel have not changed greatly in late 
weeks, except for the sharp drop in 
tin to near 41 cents per pound, with 
a slight upturn now starting. Lead 
supplies are increasing, but quota- 
tions remain about 60 cents per 100 
pounds above this time last year. 
Copper statistics are favorable and 
the metal is firm at 91% cents whole- 
sale. 

* x * 

Mention has been made of the 
large advance sales of stove pipe and 
elbows, and of the very low competi- 
tive prices recently quoted on these 
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items. A move toward recovery is 
seen in the bulletin issued to its 
trade by Reeves Manufacturing Com- 
pany on June 20, which we quote: 


“Higher costs make it necessary for 
us to advance our prices on stove pipe 
and stove pipe elbows and all open 
quotations are hereby withdrawn— 
effective immediately. This change in 
our prices will not in any way affect 
contracts made with us earlier in the 
year and which have not yet been 
completed. New prices will be quoted 
on application.” 


* # 


Sales of stove pipe dampers 
have been good, at prices slightly 
above those officially ruling last sea- 
son. The only concessions have been 
on the lines of newer makers whose 
brands and patterns have not yet 
come into ready demand. 


* + * 


Fall orders for grain scoops, 
snow shovels and scrapers are rather 
slow, up to this time. A few snow 
shovel items are about five per cent 
lower than last season, while on 
grain scoops there is no change in 
price. 

* * * 

Wooster Brush Company, a 
leading paint brush manufacturer, 
has mailed to the trade their new 
price list, effective June 1, 1936. 
They state that while the trend of 
these revised prices is principally up- 
ward, there are a fair number of 
items, especially in the cheaper lines, 
where there is no change; and a few 
where slight declines appear. Select- 
ing twenty-six representative num- 
bers, eleven increased, thirteen 


showed practically no change, and 
two declined. The advances in the 
better quality and longer length 
brushes are due entirely to substan- 
tial advances in the Chinese bristle 
market, which continues very firm. 
These new prices still average sub- 
stantially below brush prices which 
were in effect ten to twelve years 
ago. 
* * ao 
Floor brush prices are firm. 
Because of the difficulty of getting 
bristle and the higher prices which 
available supplies are commanding, 
advances are possible on numbers in 
which bristle is used. 
* * *& 


The steel wool market re- 
mains rather weak, the leading sell- 
er, No. 3, being quoted considerably 
below “regular.” 

* * * 


Linseed oil advanced one and 
one half cents per gallon on June 19, 
the first recent price recovery after 
a number of successive declines. 


2 2 @ 


Saddlery hardware prices on 
many “volume sellers” have been ad- 
vanced from ten to twenty per cent. 
Manufacturers say that they have 
lost money during the very competi- 
tive prices prevailing during the past 
two years. 

* * * 

The Crosman Arms Company 
announced price advances on June 
15 on their two styles of pellet air 
rifles, due to the increased cost of 
labor and material. The single shot 
Model “P” has gone up ten per cent, 
to a dealer cost of $8.25 each, with 
a retail price of $11. The repeating 
model has been increased about 
fourteen per cent, with a price to re- 
tailers of $10.25, and a retail value 
of $13.50. The price of lead pellets 
has not been changed. 

* * * 


Within the next thirty days 
prices on steel animal traps are ex- 
pected to be advanced by all whole- 
salers. 

* * * 

While the latest statistics are 
not available, this year’s production 
and shipments of automobile tires 
have been set back very little by the 
changing of the new model showings 
to last fall. The Rubber Manufac- 
turers Association estimated produc- 
tion of pneumatic casings for April 
at 4,854,133 units, an increase of 33.4 
per cent over March and 7.6 per cent 
above April, 1935. In the first four 
months shipments of casings totaled 
15,844,495 against 16,297,739 in the 
like period of 1935. Production dur- 
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ing the four months declined by a 
similar slight percentage. 
* * * 
Plumbing brass fittings sales 
are running sharply ahead of 1935. 
Figures reported to the Bureau of 
the Census show for April—1,487,- 


236 pieces shipped out by manufac- 
turers, against 1,227,636 for April a 
year ago. Shipments for four months, 
to May 1, gained 23 per cent over 
the similar 1935 period. Hardware 
stores which have recently added 
plumbing supplies are finding this 


ADVANCES BECOMING EFFECTIVE 


Heavy Rivets. 


Stove Pipe. 


Some Wooster Paint Brushes. 


Linseed Oil. 


Saddlery Hardware. 


Railroad Spikes, Etc. 


Cotton Sash Cord. 


Two Models of Crossman Air Rifles. 


DECLINES BECOMING EFFECTIVE 


Tin. 


Some Wooster Paint Brushes. 


Some Makes and Types of Snow Shovels. 
American Flyer Toy Trains. 


ADVANCES BEING ANTICIPATED 


Floor Brushes. 
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Steel Animal Traps. 


department a large contributor to 
their sales and profits. 
* * * 


New 1936 price lists on me- 
chanical and electric train sets were 
put out June 1 by the American 
Flyer Manufacturing Company, 
showing, as usual, a number of 
model changes and refinements, and 
several attractive new sets, stream- 
lined to follow the popular new 
trains now in passenger service. 
There are several substantial price 
reductions on train sets, and many 
track accessories, signal, etc., have 
been sharply marked down. 

* * * 


A new advance has just been an- 
nounced by some makers on cotton 
sash cord, two cents per pound, and 
on cotton clothes lines, about ten per 
cent. Makers of rayon fabrics have 
raised prices three cents per pound. 

* & * 

The statistical position of cot- 
ton is much improved, and mills are 
calling for largely increased sup- 
plies. Recently spinning operations 
have been running 21.8 per cent 
ahead of corresponding 1935 records. 
Cotton futures advanced sharply last 
week, due to continued hot and dry 
weather over the growing belt—par- 
ticularly in Texas. 

* 


Headlines of hardware news 
nowadays are divided between bonus 
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spendings in the towns and cities, 
and dry-weather scares in the farm 
communities. There is real ground 
for anxiety in the extensive drouth 
areas, yet the flow of business goes 
actively on. June sales are running 
unexpectedly better than May, and 
the general morale of the buying 
public seems not disturbed either by 
politics or by the weather. Mention 
has often been made here in recent 
months, of the increasing trend of 
the hardware store’s sales toward 
“comfort” items—not to say luxuries 
—and this is very notable as to sum- 
mer goods. More and more the stores 
are adding to their stocks, and are 
selling largely, merchandise which 
would have been a distinct “shock” 
to the old-time hardware man, as 
well as completely “over the heads” 
of his customers. 
* * * 


A particularly new and rapid 
mover in the modern stores, during 
this year of revived travel, is lug- 
gage, of great variety and attractive- 
ness. Vacation and camping equip- 
ment, fishing tackle, sports supplies, 
and beach accessories not only oc- 
cupy the show windows, and the fea- 
ture spots inside the stores, but loom 
large in each day’s sales. 

* * * 


Specialized hot-weather offer- 
ings in house furnishings are keep- 
ing these departments active in what 
used to be their dullest period. Lead- 
ing jobbers are shipping out fancy 
china and glass wares to the tune of 
many cars per season. Each dining 
or porch table adorned with a com- 
plete service of attractive new glass- 
ware — dishes and all—spreads a 
similar vogue among neighbors and 
friends. Games and playing cards 
are particularly featured in certain 
live stores, along with porch furni- 
ture, fans, etc., and are reported as 
bringing a surprising summer vol- 
ume. 

* & & 

The drift of expectation as to 
hardware prices, looking toward the 
fall and winter, is moderately bull- 
ish. One by one the lines which 
have been suffering from manufac- 
turers’ price wars, are being straight- 
ened out, and efforts to support an- 
nounced quotations are receiving 
better cooperation. Whatever the 
election outcome, there are impend- 
ing heavy tax and social security 
penalties, while the real dearth of 
certain skilled labor is adding to the 
troubles and to the costs of many 
manufacturers. There are a number 
of strike threats, and some wage in- 
creases are in prospect. Not many 
concerns who have been underpric- 
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ing their goods for competitive ad- 
vantage alone, are willing to face an- 
other season, or another year, of 
similar sacrifice. It is common gossip 
that the larger distributors of mer- 
chandise are laying in supplies more 
confidently, and in somewhat larger 
volume, though the trend is not at 
all heavily speculative. 


* + 


The Heater Division of the 
Motor Wheel Corp., Lansing, Mich., 
report a 400 per cent increase on 
orders for shipment up to the first of 
September as compared with the 
similar period last year, notwith- 
standing that 1935 orders acheived a 
record-breaking volume. 


eo 2: #& 


The Glolite Corp., manufac- 
turers of Christmas trees, Chicago, 
reports sales to date as running 100 
per cent ahead of last year. The 
corporation sold 135,000 trees in 
1935. 

* * * 

The latest weekly reviews of 
business show better retail activity 
also, in lines other than hardware. 
Dun says that retail buying in the 
middle week of June made an aver- 
age gain of 5 to 8 per cent over the 
preceding week and 10 to 15 per 
cent over the corresponding week of 
1935. Besides a heavy run on sport- 
ing goods, luggage, and vacation req- 
uisites, Dun mentions the especially 
good rate of selling in sportswear, 
electrical appliances, hardware, and 
furniture. With sales of new auto- 
mobiles running about even with the 
high level of April, the June demand 
for used cars was said to be at the 
best rate of the year. Divided by 
districts, this agency estimated re- 
tail sales of general merchandise for 
the middle west at 15 to 20 per cent 
higher than a year ago, and in the 
northwest at 15 to 21 per cent. Par- 
tial relief from drouth enabled the 
south to better last year’s showing by 
8 to 12 per cent. For the southwest 
the increase amounted to 12 to 15 
per cent, and sales on the Pacific 
coast went ahead 10 to 12 per cent. 
The gain in the east was reported at 
12 to 18 per cent. 


+ @ © 


Wholesale volume, in the 
latest survey, was estimated about 
level with that of the preceding 
week, but was 12 to 18 per cent 
above the corresponding week in 
1935. As to manufacturing activ- 
ities, automobile tire factories were 
at capacity, near the height of the 
replacement season, and manufac- 
turers of automotive parts also are 
rushed. Production of electric re- 





frigerators has reached a new high, 
and some makers of radio sets are 
operating at the best rate in their 
history. Electrical equipment plants 
have been running close to capacity, 
and machinery supply companies 
were 15 to 25 per cent over their 


1935 production. Output of elec- 
trical appliances, furniture, paints, 
paper and paper boxes were at bet- 
ter than seasonal rate. 


* + 


The first twenty-five retail 
chains to report for May did a total 
business of $228,605,035, an in- 
crease of 16.4 per cent over the same 
month a year ago. This was the 
largest increase in the sales for any 
month since the middle of 1933. In 
dollar volume, however, the increase 
far outreached anything in nearly 
six years, and this increase is con- 
tinuing into June. Reports of mail 
order and chain stores from all sec- 
tions of the country indicate that 
June was undoubtedly their banner 
month of the year, to date. 


ee ¢ ¢ 


A sharp increase in depart- 
ment store sales in May, contrary 
to the usual seasonal tendency, was 
reported by the federal reserve 
board, whose index stood at 88 for 
the month, compared with 81 in 
April and an average of 82 for the 
first four months of 1936. Aggre- 
gate dollar value of sales for May 
was 12 per cent above last May, 
while the value for the first five 
months of this year gained nine per 
cent over the corresponding period 
of 1935. 

* + * 

Steel companies will benefit 
materially by the decision of the In- 
terstate Commerce Commission re- 
ducing emergency freight surcharges 
on pig iron from a maximum of 44.8 
cents per gross ton to 25 cents; on 
iron ore from 10 cents to 8 cents per 
net ton; and on coal and coke from 
15 cents per ton to 10 cents. With 
these and a few other exceptions, 
the Commission announced on June 
12 the continuance of the pres- 
ent emergency charges on railroad 
freight for an additional six months 
after June 30. 


o &@ @& 


Sales of the leading farm im- 
plement manufacturers will show a 
30 to 35 per cent increase over 1935 
for the first six months of this year, 
according to estimates in the indus- 
try. Now it is conceded that, barring 
drouth, pests and other upsets to 
crop yields, the full year will be a 
good one. Helping along this con- 
fidence is the federal report placing 
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ATLANTIC CITY, N. J., 32,706 PIPES 
(World’s largest organ) 








PHILADELPHIA, PA., 30,000 PIPES 
(World’s next largest organ) 


JACK, THIS BOOK 
SAYS THE WORLD'S 
BIGGEST PIPE ORGAN 
IS IN EUROPE 

















MO 


THAT'S WRONG. THE 
BIGGEST PIPE ORGAN 
IS IN SALT LAKE CITY... 

OR IS IT...? 















But it’s no puzzle to name the world’s 


w™ a weekly circulation of nearly 6,000,000 

. double that of any other magazine... The 

W.. Weekly digs right into the richest buying 
areas and produces a steady sales volume that yields 
top speed and profits for the every-day necessities 
and luxuries of life you retailers expect to move fast. 
68% of all families live in the 624 counties where 
The American Weekly concentrates. In these counties, 
81% of all retail sales are 
made. In them are located 
all of the nation’s cities of 
10,000 population and 
over, in most of which The 
American Weekly goes 
into from 1 out of 5 to 
1 out of every 2 homes. 


This is the twice-as-big 


THE 


Greatest 
Circulation 
in the World 


The 
AMERICAN 
WEEKLY 





aah 





CIRCULATION CIRCULATION 


NEARLY NEAREST 
6,000,000 COMPETITOR 


circulation support that manufacturers who advertise 
in The American Weekly use to multiply your sales. 


What The American Weekly is 


The American Weekly is the largest magazine in the 
world. It is distributed through the 17 great Hearst 
Sunday Newspapers. In 627 of America’s 995 towns 
and cities of 10,000 population and over, The Ameri- 
can Weekly concentrates 67% of its circulation. 

In each of 174 cities, it reaches better than 

one out of every two families 

In 144 more cities, 40 to 50% of the families 

In an additional 134 cities, 30 to 40% 

In another 175 cities, 20 to 30% 


. and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 


ERICAN 
EBKLY 







‘The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 
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farm income, less benefit payments, 
at one billion, 900 million dollars 
for the first four months of 1936. In- 
cluding benefit payments a farm 
income of around $7,000,000,000 is 
in prospect for the full year, prob- 
ably some increase over last year. 


* * *% 


Reference has been made to 
late drouth news, which was the sub- 
ject of a special mid-June report 
from the U. S. Department of Ag- 
riculture. The report noted “criti- 
cal conditions” existing in certain 
portions of the northwest, and 
pointed out that other large areas, 
particularly in the southeast, were 
suffering from lack of moisture. 
It warned that pasture conditions, 
while above those of the disastrous 
drouth of 1934, were “about as low 
as they were at this season in the 
other outstanding drouth years, 
1933 and 1911.” Corn, although 
threatened in some areas, does not 
appear to have suffered seriously as 
yet, and prospects for most field 
crops have improved in the south- 
west and other districts earlier af- 
fected. Production of potatoes in 
the United States this year will be 
12 per cent smaller than in 1935 and 
27 per cent under the 1928-1932 
average, according to government 
statisticians. This drouth also hurt 
prospects for the cabbage crop, and 
production probably will be about 
22 per cent below the five year 


average. 
* * * 


The Fairchild report places 
the cotton crop for this season at 
12,465,000 bales, against 10,638,000 
last season. Acreage was estimated 
at 16.8 per cent over last year, while 
condition was put at 70.6 per cent of 
normal compared with the ten year 
average of 72 per cent. The report 
said that 80 per cent of the expected 
acreage has been planted, compared 
with 89 per cent last year. 


* * * 


Railroad freight traffic held 
at a high level during the June 13th 
week, set another five-year peak for 
that relative week, and came within 
6.2 per cent of equaling the week’s 
car loadings in 1931. Shipments 
throughout the country totaled 686,- 
812 cars, a slight recession from the 
preceding week, but a gain of 34,- 
701 over a year ago. The volume 
was less than 50,000 cars be- 
low 1931, the closest approach in 
months. For the same, June 13, 
week electric power output gained 
2.9 per cent above the preceding 
week and 14.2 per cent over the cor- 
responding 1935 period, a new peak 
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for the year and the second highest 
level on record. 
* * * 


An employment report issued 
last week by the Department of La- 
bor indicated that 88,000 workers 
were returned to employment during 
May* Weekly payrolls increased 
$6,700,000 during the period. Sec- 
retary Perkins termed the statistics 
most unusual because May normally 
shows a seasonal employment and 
payroll decrease. Comparing May, 
1936, with the same month last year, 
employment increased 650,000 per- 
sons and payrolls were up approxi- 
mately $36,000,000 weekly. 


* * * 


Increased food prices and 
rents raised the cost of living of 
wage earners 0.4 per cent in May, 
compared to April, according to re- 
port by the National Industrial Con- 
ference Board. The advances more 
than offset declines in clothing, coal 
and sundries. The cost of living was 
2.1 per cent above May, 1935, but 
14.5 per cent below May, 1929. Pur- 
chasing value of the dollar declined 
to 118.2 as compared with 118.6 in 
April and 100 in 1923, the average. 

* * * 

Bank clearings in twenty-two 
leading cities increased in the June 
17th week to $6,439,731,000, a rise 


of nearly 800 million dollars, or 


9.2 per cent over the correspond- 
ing week a year ago. The gain was 
probably due largely to the June 15 
income tax payments and to the first 
turnover of bonus checks. The June 
15 Treasury statement reveals that 
the bonus bonds, added to the pre- 
vious record-breaking borrowings 
and spendings of the present admin- 
istration, have brought the public 
debt of the United States to the un- 
precedented total of $34,331,000,000, 
a net increase in the debt of more 
than 13 1/3 billion dollars since 
March, 1933. 
* * * 

Two recent sales reports show 
the important gains being made by 
two leading industries. Second 
quarter orders received by Westing- 
house Electric and Manufacturing 
Company exceeded by more than 40 
per cent those of a year ago, bring- 
ing the total gain for six months also 
slightly above 40 per cent. First 
quarter orders ran 38 per cent ahead 
of 1935. Domestic shipments of 
Kelvinator refrigerators in May to- 
taled 26,757 units, bringing their to- 
tal for the first eight months of the 
Kelvinator fiscal year to 146,424 
units, against 115,753 in the corre- 
sponding period last year. The com- 
pany’s oil burner shipments for the 
eight months ended June 1 were up 
163 per cent over the same months a 
year ago. 





Oiling the Retail Machinery 


Simplifying Your Ordering 

The time required to look up 
model numbers, parts numbers and 
definite information, when filling in 
that order blank, is very small when 
compared with the delays and con- 
fusion which are sure to result when 
the order is incorrectly filled in. 

Many orders received by jobbers 
and manufacturers are almost un- 
decipherable; and yet these orders 
are received from dealers who “saved 
time” (or thought they did) when 
writing them. 

Your supply houses never fill an 
order incorrectly — intentionally. 
They know it’s bad business. 

Write orders clearly, definitely. 
Leave no opportunity for error and 
then very few errors will occur. 


Freight Allowances 


When merchandise is purchased, 
the f.o.b. point is most important. 
Unless fully established by prece- 
dent, it should be clearly indicated. 

The deduction of transportation 
charges from a remittance, unless 


clearly understood and authorized, 
necessitates extra correspondence, 
involves cash and bookkeeping trans- 
actions and results in confusion in 
the account which must be adjusted 
by additional entries later. 

When such deductions are made, 
be sure to send in the freight or ex- 
press receipt and ask for a credit 
memo. Then, when allowed, deduct 
the amount of the credit-memo and 
the transaction runs smoothly for all 
concerned. 

But get the Credit Memo first be- 
fore you make payment. 


Budgeting Your Purchases 


If no purchases were made, there 
would be no accounts to pay. 

Yes, and if all merchants would 
budget purchases and plan payment 
dates of invoices carefully, assuming 
the capital investment to be within 
reason, then there would be no past 
due accounts. 

A broad statement perhaps and 
one that is subject to the influence 
of unforeseen circumstances. But, 
generally speaking, it is true. 
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POWER when you needit-SPEED when 
in the INTERNATIONAL 2-Speed 





ae 


An International with 2-speed rear axle. These trucks bring 
new performance and economy to jobs like yours. 


@ The 2-speed rear axle trucks available in the 
International line now make it possible for truck 
users to obtain both high-speed and low-speed 
performance in one unit. A simple movement 
of the shifting lever changes the axle ratios in- 
stantly and silently without stopping the truck. 
The low-gear ratio provides power for hauling 
heavy loads through tough going and up steep 
hills, while the high-gear ratio allows high speeds 
on level roads or with light loads. 


The extreme flexibility of these dual-range, 
full-floating rear axles enables the International 
2-speed axle trucks to do more work at lower 
cost. When shifted to the low gear, the speed of 
the engine remains constant, but the speed of the 
axle and wheels is reduced, thereby providing 
unusual pulling power. In high gear, of course, 
the wheel speed is increased. 


- When you see these 2-speed rear-axle Inter- 
nationals in action in a tough spot, you will get 
a good idea of what they can do for you. Ask 
the nearest Company-owned branch, or Inter- 
national dealer, for a demonstration. There is 
a full range of other trucks in the International 
line, from the Half-Ton unit to the powerful 
Six-Wheelers. 


INTERNATIONAL HARVESTER COMPANY 


606 So. Michigan Ave. (INCORPORATED) 
+ 


Chicago, Illinois 
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INTERNATIONAL TRUCKS 







FORWARD for SPEED 





When the driver places the shifting 
lever in the forward position, the 
four planetary gears are in the locked 
position and turn as part of the 
differential. The truck then operates 
as a high-speed unit in all transmis- 
sion gears. 


BACK for POWER 





When the driver places the shifting 
lever in the back position, the four 
planetary gears are in the unlocked 
position, which allows them to ro- 
tate around the locking gear, thereby 
making a silent reduction of axle 
speed. The truck then operates in 
all transmission gears as a powerful 
low-speed unit. 
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Hand-ee Accessory Board 


eRe Ne. Or 


Displays over 90 items, which the 
maker states have been sales tested in 
representative stores throughout the 
country to insure no obsolescence or 
slow-moving numbers. All are made 
in this country, and although especially 
designed for grinding, drilling, polish- 
ing, cutting, carving, sanding, sawing, 
and engraving, on practically any ma- 
terial with the Hand-ee Grinder, they 
may also be used with any other type 
of equipment. It is stated that the 
acc*ssories repre ented are regularly 
employed by over 150 different types of 
industry for as many different opera- 
tions. Each accessory is plainly visible; 
can be examined by the prospective pur- 
chaser at his leisure and is illustrated 
on the top sheet of the board, where 
the price and catalog number are 
plainly given. This facilitates reorder- 
ing, as it eliminates use of the catalog. 
Board is of hard maple plywood, 1% 
in. thick; 17 in. long; 12% in. wide; 
and attractively finished in hard rubbed 
black ebony finish. Chicago Wheel & 
Mfg. Co., 1101 W. Monroe St., Chicago. 


Screen Cloth Dealer Helps 


The Chase Area Finder for screen 
cloth is a conveniert table for figuring 
the number of square fect in any cut 
length of screen cloth. The computa- 
tions are easily made by means of a 
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atp 


for Retail 
Hordware Stores 








New and Improved Merchandise— 


slide card, the operation of which is 
explained. . Warehouses where large 
stocks are carried for the filling of 
emergency orders, are also listed. The 
Area Finder is imprinted in orange and 
black and is available on reque*t. An- 
other dealer help is a booklet on bronze 
screen cloth. It is supplied to dealers 
with their name imprinted for cus- 
tomer distribution. The booklet graph- 
ically illustrates and describes the 
protective and long-wear qualities of 


Chase bronze screen cloth. Chase 
Brass & Copper Co., Inc., Waterbury, 
Conn. 





Renown “Empress” Range 





This coal and wood burning range is 
so designed that it may easily be 
equipped with kerosene, gas, or elec- 
tricity burning attachments at slight 
extra cost, as well as a steamer attach- 
ment for meats, soups, or vegetables, 
and rear type reservoir, quickly heated 
from fire box coil, holds 28 qts. Con- 
veniently filled. Optional extra equip- 
ment for Empress, Countess, and Count. 
Empress is available in white or ivory; 
cooking top, 42 x 24% in.; oven 18 x 
18 x 12 in.; coal fire box, 8% x 16 x 
9% in.; wood length, 19% in.; pipe 
size, 7 in.; covers 8 in. Renown Stove 
Co. Owosso, Mich. 


Zty~ 


Display Helps—Sales Liter ature— 
Window Trims—New Packages 
— New Colors—New Deals— 


Catalogs . 


7 e . . . . . . . . . . . . . 
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**Red-Head” Flare-Lite 





Usalite “Red-Head” Safety Flare- 
Lite—for conditions where ord‘nary 
flashlight would not be safe or practical. 
For use in camping, hiking, motoring; 
as a tail light or safety signal and 
for industrial purposes. “Red-Head” 
lantern flare for protection. Maker 
states all-position bracket hanger en- 
ables light rays to be directed from 
any angle, leaving hands free and that 
this feature enables this Usalite to be 
made to stand, hang, or lie down at 
any desired angle. List price, $1.25, 
complete with 2 Usalite Lok-Top bat- 
teries. Window streamers and _ color- 
ful displays supplied free. United States 
Electric Mfg. Co., 222 W. 14th St., New 
York City. 


Chi-Namel Booklet 


“Beauty Hints for the Home”—32 
pages. Gives color schemes for rooms, 
hints on painting and decorating. Said 
to appeal to both painters and house- 
wives. Available for distribution from 
The Chi-Namel Paint & Varnish Co. 
43 E. Ohio St., Chicago. 
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In these books are plans for 109 
farm buildings—everything from 
houses to chicken coops. 





Complete drawings and material specifications en- 
able you to work out details and costs with the eus- 
tomer. Blueprints are available at nominal charge. 


An up-to-date complete 
FARM BUILDING PLAN SERVICE 
available only to BARRETT dealers 


With the rural market leading in business recovery, with 
farmers’ cash income 20% ahead of 1935 and with farm prod- 
uct prices increasing, the farm market today offers roofing 
dealers one of the most attractive opportunities in years. 





The Barrett Farm Building Plan Service will help you cash in. 
It includes plans and material specifications for 109 practical 
farm buildings, working blueprints, and a powerful direct 
mail campaign that will establish your business as building 
headquarters for the farmers in your community. 


Think what this means not only in increasing roofing sales 
but also in promoting business on hundreds of other items 
you carry. Ask the Barrett salesman how to get this unusual 
and outstanding service. 

THE BARRETT COMPANY, 40 Rector Street, New York, N. Y. 
2800 So. Sacramento Ave., Chicago, Ill. Birmingham, Ala. 


ROOFINGS 





This attractive mail campaign is furnished free. It invites 
farmers to bring their building problems to YOU. 
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MR. 
RETAILER:- 
Watch; 


—for coming 
advertising 
in space 
carrying this 
border; 


—announcing 
merchandise 
produced with 
probably the 
country’s greatest 
length of 
experience; 


—by a factory with 
only 1/10 of 1% 
credit losses for 
all last year, 
thus eliminating 
the customary 
high credit loss 
cost factor from 
our final prices 
to you; 


—plus profitable- 
to-you, practical 
variety AND 
a sales policy 
that the trade 
helped to plan; 





17 YRS. 
OVER A 














CENTURY ! 


—with most 
of the sales- 
resisting angles 
eliminated; 

—planned all the 
way thru to 
help you make 
profitable sales; 


—because priced 
at attactive values 
and styled to meet 
the users’ wishes, 
with all the finish 


that is worth while; 


—not loaded with 
a costly numerous 
sales organization, 
or expensive partial 
manufacturing in 
a neighborhood 
branch; 


—courageously 
arranged for your, 
the distributors’ 
and the factory’s 
mutual, fair and 
intelligent ratio 


of profit; 






THIS SAME 
LOCATION 





—openly sold to 









selected, interested 
trade; and without 
any imitation 
“insurance policy” 
substituted for 
your profits; 














Increased Harness Sales 


Predicted 


Sales of harness for horses and 
mules on farms this year should 
amount to 600,000 sets or their 
equivalent in harness parts, accord- 
ing to Wayne Dinsmore. secretary 
of the Horse and Mule Association 
of America, who made this estimate 
in an address delivered to a recent 
meeting of the Saddlery Manufac- 
turers Assn., and associated groups. 
Mr. Dinsmore also said that annual 
sales of saddlery in the Southern and 
Central States alone should total 
more than $25,000,000. In stating 
that the horse and mule industry is 
more promising than it has been in 
many years, he said that fewer trac- 
tors are in use today than in any 
year since 1920, while 15,000,000 
horses and mules are at work on 
farms in the United States. 


From Caracas 


Caracas—We thank you very 
kindly for your courtesy in send- 
ing us a copy of “Who Makes It.” 

May we tell you that your Di- 
rectory is one of the most prac- 
tical and complete books of refer- 
ence that has been printed on the 
hardware business. 


JosE Ma. Correa, 
Maris A. Correa. 
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G-E 1936 Refrigerators 








Flatop—known as “V” line because 
of new style doors. Radius of cabinet 
corners has heen increased. In both 
Flatop and Monitor Top, stainless steel 
doors, readily removed or installed, 
have been placed on_ super-freezer, 
which has been moved to center of 
cabinet. Features of Monitor Top line 
include, new Monitor Top, new modern 
control with control defrost position, 
stainless steel cooling unit with stain- 
less steel door, aluminum ice trays with 
tapered metal dividers or rubber grid; 
foot pedal door opener, convenient ice- 
tray release, with hanger arrangement 
of door. M-7 (shown) has in addition, 
one full-sized flat wire shelf and two 
full-sized sliding shelves. Interior of 
cabinets are finished in white acid-re- 
sisting porcelain and exteriors are 
bonderized. General Electric Co., Spe- 
cialty Appliance Sales Div., Nela Park, 
Cleveland. 


Continuous Sprayer 








No. 14C—“Blizzard”—streamline de- 
sign. Has solid copper quart tank; 
seamless brass pump; twin nozzle for 
straight or angle spraying. Serves for 
spraying anything in liquid form, as 
disinfectants, insecticides, etc. It is 
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highly polished and lacquered. Sug- 
gested retail selling price, $1.60. Deal- 
er’s cost, $13.30 net per doz. D. B. 


Smith & Co., Utica, N. Y. 





Death Ray Lantern 





Lantern is fitted with a shade that 
throws off a blue ray, which is said 
to attract and electrocute mosquitos, 
gnats, and other insects. It is odor- 
less, noiseless and harmless to human 
beings. It will fit any standard light or 
lamp fixture and provide sufficient light 
for reading, etc. Said not to cause 
radio interference and has no fuses 
to blow. Operates with a standard light 
bulb, any wattage and a candlebra 
base, 110 volt, 7 watt bulb, style C-7 
or C-7%. Lantern comes in assorted 
colors; individually boxed; standard 
shipping cartons, 1 doz. and 4 doz. List 
price, $1.00 without bulbs; dealer’s 
discount, 40 per cent. Jackman & Co., 
420 12th St., Brooklyn, New York. 





Delux Food Grater 


The suggested retail selling price of 
the Delux Food grater described on 
page 76 of the May 21 issue of Harp- 
warE AGE is $3.75 and not $2.75 as 
was stated. D. Grandinetti Mfg. Co., 
1101 Court St., Syracuse, N. Y. 





New Package for 3-in-One 





3-in-One Furniture Polish bottle and 
carton have been redesigned and have 
won the bronze award in the All-Amer- 
ican Packaging Exhibition and second 
prize in the Syndicate Store Packaging 
Contest and Exhibition. Makes an at- 
tractive and unusual window display. 
The A. S. Boyle Co., Cincinnati, Ohio. 





Expansion Bolt 
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Molly Expansion Bolt may be used in 
wall board, lath, plaster, brick, concrete 
and stone. It provides its own anchorage 
and is suitable for anything to be hung 
up or fastened down. A brace, bit or drill 
and a screw driver are all the tools 
needed for installation. Made in four 
sizes and packed 50 to a box. Illustrated 
circular available. Croessant Machine 


Works, Reading, Pa. 


Florence Oil Ranges 








Table Top is in white or ivory por- 
celain enamel. Corners are rounded: 
handles and controls are newly de- 
signed in Bakelite with chromium 
trim. Oven is extra large with por- 
celained linings and complete rock 
wool insulation. Has finger-tip heat 
control, side-wall thermometer, five 
wickless kerosene burners, and large 
service compartment. Console Oil 
Range is streamlined and has com- 
pletely enclosed body. Same cooking 
conveniences as Table Top and a por- 
celain enameled mantel panel and 
warming shelf. Available in green and 
ivory, buff and ivory. In each type 
fuel supply system is at back of range. 
Florence Stove Co., Gardner, Mass. 





DIXON’S 
BELT DRESSINGS 





For leather, rubber and composition 
belts, sell the old favorite giant, red- 
labe'led bar of Dixon's Solid Belt Dress- 
ing. Nothing better to prevent belt slip 
and preserve belt life. Quick and easy 
to apply—just hold it up against the 
running belt. 

Sell Dixon's Paste Belt Dressing, the 
water-proofing belt preservative, to 
make belts cling by restoring pliability 
without imparting a sticky, dust-catching 
surface. Nothing like it for manila trans- 
mission ropes—keeps fibres flexible, in- 
creases traction, waterproofs, prevents 
rotting. Applied running or idle, from 
collapsible tubes or from cans, with pad- 
dle or brush. Booklet O-40 gives com- 
plete information. 


JOSEPH DIXON CRUCIBLE COMPANY 


Established <x Jersey City, N. J. 











Triangles and Circles 
In Advertising 


(Continued from page 39) 


ly be less than the body in order 
to allow for descending letters 
such as the “p” and “y,” and 
ascending letters such as the “b” 
and “d.” Usually, therefore, the 
printing face of a type is some- 
what less than would appear from 
the “points,” and the advertiser 
should take this into considera- 
tion in designating sizes. 

In preparing layouts for the 
printer, it is usually desirable to 
indicate the width of the various 
blocks of text. If layouts are as 
carefully drawn as those accom- 
panying these articles, such indi- 
cation is unnecessary, as the print- 
er will measure the width of the 
lines himself and be governed ac- 
cordingly. The majority of lay- 
outs, however, are quickly pre- 
pared in the rough, and the printer 
should be shown the exact width 
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of the blocks desired by the ad- 
vertiser. 

In designating width, “picas” 
or “ems pica” are employed. A 
pica is one-sixth of an inch (12 
points), and the advertiser, mea- 
suring his widths in inches, has 
merely to convert them into picas. 
Thus, a block two and a half 
inches wide would be marked “15 
picas” or “15 ems pica.” An 
em is merely a square of the 
type size used, an 18-point em 
being 18 points high and 18 
points wide. For convenience, 
the pica em, 12 points square, 
is universally used for measur- 
ing width, and the expression 
“15 picas” will be understood 
by any printer. 

An excellent practice in mark- 
ing type sizes and widths on a 
layout is that of using a colored 








pencil or colored ink. If the 
layout is drawn in black, type 
sizes and widths as well as other 
instructions to the printer should 
be noted in red or some other 
contrasting color. This is of ma- 
terial assistance to the printer, 
and may, some day, avoid em- 
barrassing mistakes creeping into 
an advertisement. 


(All rights reserved) 





Bond Vacation Special 


This unique counter d‘splay utilizes 
a handsome basket container litho- 
graphed in striking colors. On the 
center panel a smiling messenger boy 
focuses the eye on a typed selling 
message and price tag. Appropriate 
vacation scenes are on the side panels. 
The front of the basket itself is used 
to put across the advantages of Bond’s 
“Dome Top” construction feature. Ca- 
pacity of basket is 48 Mono-cells and 
it occupies 844 x 11 in. of space. The 
display, ready to set up, is delivered 
free to dealers ordering 48 Mono- 
cells. Bond Electric Corp., New Haven, 
Conn. 


Old English In 10c Tubes 





Two new sizes of Old English Trans- 
parent and Metal Cements are being 
introduced to retail at 10c. They are 
attractively packaged in _ individual 
cartons, each containing 12 tubes of 
either transparent or metal cement. 
The A. S. Boyle Co., 1934 Dana Ave., 
Cincinnati, Ohio. 


HARDWARE AGE 























Last Call—for All Buyers to Attend 





HOUSEWARES «© CHINA « GLASS 





NEW YORK 
HOUSEWARES SHOW 


Hotel Pennsylvania, New York City 


JULY 19" to 95" INCLUSIVE 


“America’s foremost trade market’’ 










To attend the show means that your business will profit as you will see all the newest 





lines and newest items at one time in one place. 
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~NEW YORK HOUSEWARES MANUFACTURERS ASS'N. 
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(6) /7- Only 
PLAIN BACK SHOVELS 


with 


Electric Seam Weld 


The strength of a plain back shovel is in the 
connection between the front strap and blade. 
For years the Hammer weld has been used. 
The weakness of the old Hammer weld is well 
known. It remained for ABW to develop and 
perfect the Electric Seam Weld which fuses 
together the front strap and the blade, into 
one piece of metal,—not just stuck together. 
A permanent, not a temporary connection. 
99°/, as strong as the virgin steel. 


ASK YOUR JOBBER 


AMES BALDWIN WYOMING Co. 


PARKERSBURG, W. VA. NORTH EASTON, MASS. 














for Retail 
Hardware Stores 


Vaver Sighting Disc 





New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims—New Packages 
—New Colors—New Deals— 







disc assembly consists of eye cup, %4, 
58, %4, or % inches, the adapter and 7 
apertures in different sizes as shown. 
Adapter is coin-slotted and removable 
for the changing of apertures. These 
sighting discs fit all standard receiver 
sights. Various sizes of apertures are 
for different lighting and shooting con- 
ditions. The thin disc set away from 
direct light gives a clean-cut edge of 
aperture, eliminating cobwebs and 
clearing up the vision. This complete 











f ” The lady is an average 


housewife. She has 
a great og things to 
buy out of her budget. When 


it comes to insect sprays, she 
has only two questions in 
mind—how much does it cost 
and will it 
kill insects 
quickly? 
FLYded 
Liquid Spray 
costs her 25¢ 


Made by MIDWAY CHEMICAL COMPANY, Chicago—also makers 
of FLYded Insect Powder 


THE WORLD’S LARGEST-SELLING INSECTICIDES 
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a pint—other sizes 15c and 
10c. Comparative laboratory 
tests prove it a swift, sure kill- 
er. It is nationally advertised. 
There, in short, are the rea- 
sons she buys FL Yded—the 
reasons why FLYded is the | 
world’s largest-selling Insect | 
Spray. 

Why offer your customers 
something else? You'll find 
faster turnover and greater 


! , ) rofit in sell- 





ing theleader. 
Ask your | 
jobber for 
FLYded 
Liquid Spray. 








sighting disc assembly (9 pieces) lists 
at $1.00; dealer’s discount 331/3 per 
cent. When ordering, size of eye cup 
desired should be specified. Wittek 
Mfg. Co., 4307-09 W. 24th Place, 
Chicago. 





Made of 100 point Bristol Board, 
lined with buff covering and process- 
enameled in five colors. It is easily 
assembled and sturdily built. It will 
support three full joints of stove pipe 
and samples of corrugated and adjust- 
able elbows. Suitable for floor, window, 
or counter. Free with stove pipe orders. 
Milcor Steel Co., Milwaukee, Wis. 


Queer Creek Axe Stone 





Now being supplied in circular shape. 
Queer Creek is a natural stone which is 
said to give best results when used with 
water, making it especially convenient 
for hunters, fishermen, and campers as 
well as wood choppers. Its fine smooth 
grit is said to produce a very keen 
long lasting edge and when used with 
oil it is suitable for general woodwork- 
ing tools. Each stone packed in an 
attractive individual carton; 12 stones 
in a handsome counter display. Behr- 
Manning, Troy, N. Y. 
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‘Just as good’ 
WICKS 


_AREN’T GOOD ENOUGH 


MR. DEALER 







f 
= i hi 
BL Mag 
il es “ Py, You wouldn’t sell whitewash to 
i nil nip : 

“+ E> 2 






















do an enamel job. Then don’t in- 
: m= jure your business reputation by 


selling good customers misfit wicks 


iy 





Frequently, when there is a power 


pump or water system installation ; that spoil the operation of their 
in sight, the question of greater e ps 2 
es i Perfection oil stoves. 
volume than can be pumped by an : 
ordinary single acting cylinder bobs 4 
* up. Never let this problem disturb | Genuine Perfection wicks, 
f ine ti out of ten it 4 Fs ‘ 
radeon lagipepr — stamped with the red triangle “Mark 
can be quickly solved to the entire i] 


satisfaction of the customer by the | | of Quality” and with the name 
use of a Myers Double Acting Pre- 


cision Built Power Cylinder which | PERFECTION, are the only wicks 


that give satisfactory service 


will actually furnish more water at 







lower cost than any similar device | 
on the market. with Perfection, Puritan 

Now built in both Brass and Brass . 
Lined styles with size range for and Ivanhoe oil stoves. 
almost any power service, these 
cylinders with their mechanical per- 
fection and care-free operation 
afford new and wider opportunities 
for profitable sales. 

Your inquiry will receive prompt 













attention. 


PERFECTION 


THE EE MYERS & BRO. STOVE COMPANY 
COMPAN 
1c cogil 7747-D Platt Avenue, Cleveland, Ohio 
2 ee 


PUMPS—-WATER SYSTEMS-HAY TOOLS -DOOR HANGERS 
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EVANSVILLE 
ALLOY-STEEL 
HAMMER 


SELECT 
HANDLE 





ASK YOUR JOBBER 
Evansville Tools are not sold to 
the Mail Order Houses. 

THE EVANSVILLE TOOL WORKS, INC. 
Evansville, Ind. 














Pay for your New 


OBERLIN 
HARDWARE CC 


PITTCO STORE FRONT 


in Easy Monthly Installments! 


Y taking advantage of the Pitts- 
burgh Time Payment Plan, you 
can pay for a business-building new 
Pittco Store Front out of profits! Make 
a 20% down payment and then pay the 
balance in easy monthly installments 
at low F. H. A. rates. And you have 
as much as two years to pay! Write 
for complete details on the Pittsburgh 
Time Payment Plan. 


PITTCO 


yor og ao 


Prin rare lass conranr | Glas 


Grant Building Pittsburgh, Pa. 
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Sharpening Outfit 





“Duo-Stone”—consists of one coarse 
grit and one fine extra-length Carbo- 
rundum Brand Silicon Carbide Sharpen- 
ing Stone, set in a simple, practical 
holder by a reversing device. In turn- 
ing or reversing the stones from the 
coarse to the fine, the pressing of a 
knob against a spring releases the stone 
holder. The stone desired is swung 
into position and is securely locked 
against rocking or movement. The stone 
not in use is constantly in a bath, of 
oil. The holder is of black mirror- 
finish, composition of sufficient weight 
and is equipped with rubber tips to 
prevent movement. Suggested retail 
selling price, $14.00. The Carborundum 
Co., Niagara Falls, N. Y. 


Edlund Egg Beater 





‘ 


No. 5—one piece frame, center drive 
and wide faced gear teeth. Maker 
states crank handle and hand grip are 
proportioned to prevent strain and 
fatigue. Counter display contains three 
beaters, including this newest model, 
and allows customers to test the beater 
in operation. As an introductory offer 
to dealers, $1.50 worth of samples are 
given free. Suggested retail selling 
price of No. 5, 25c. Edlund Co., Bur- 
lington, Vt. 


Candlelite Xmas Trees 

The manufacturer of the Glolite 
Xmas Tree is introducing a Candle- 
light Tree made of rayon visca in four 
brilliant colors, green, white, red, and 
blue. Candles are in assorted colors. 
Tree is lighted by a central bulb and 
by means of a patented construct’on 
the light passes through solid glass 
rods to the candles, giving the effect 
of individual electric lights. Available 








in the following models: No. 20, 20 in. 
high, 17 candles; retail selling price, 
$6.00; No. 27, 27 in. high, 21 candles; 
retail selling price, $9.00; and No. 32, 
32 in. high, 29 candles, retail selling 
price, $12.00. Eastern distributor, Kay 
& Maltz, 225 Fifth Ave., New York City. 
Glolite Corp., 216 Siegel St., Chicago. 





Rollfast Sul) Berke 





For b‘cycles and velocipedes. A No. 
34 Clarion Bulb Horn, 11 in. overall, 
has been designed. The line consists 
of five models all of which, the maker 
states, have loud, clear and pleasing 
tones and are fitted with an adjustable 
bracket, so that the horn will fit all sizes. 
of handlebars from % in. to % in. in 
diameter. D. P. Harris Hdw. & Mfg. Co., 
Inc., 99 Chambers St., New York City. 





Liquid Screen Door Check 





No. 0—for screen doors and light: 
inside residence doors. Reversible for- 
right and left hand doors. Can _ be- 
applied between house and screen door 
when space is not less than 3% in. and 
on outside of screen doors. May also- 
be applied to storm doors. Has ad- 
justable speed. One in a box with: 
screws; six in a carton. P. & F. Corbin,. 
New Britain, Conn. 
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32 PAGES OF DISPLAY IDEAS 
FOR HARDWARE MERCHANTS 























JUST OFF THE PRESS 
WRITE FOR YOURS! 


32 pages of ideas . . . containing detailed illus- 
trations of RHC Displays in practical use .. . 
yours for the asking] 


This bock was developed—not by advertisers 
—but by men who know display—know re- 
tail merchandising, and who stand ready to 
assist you in any display problems. 


Write for your copy today, please name your 
wholesaler .. . it will be sent as soon as it's off 
the press . . . will step right into your store to 
help solve your display problems! 


REFLECTOR HARDWARE 
CORPORATION 


Western Ave. at 22nd Place, Chicago 
Marbridge Bldg., 1328 Broadway, New York 
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WINNERS 


In Any Comparison 


PRICED TO SELL FAST 


... THAT'S WHY THESE 
SMALL CENTRIFUGAL PUMPS 
MEAN B/G PROFITS! 


\ 








Gardner - Denver Side- 
Suction Centrifugal 
Pumps are available in 
a complete line cover- 
ing capacities up to 
550 gallons per minute 
and heads up to 100 ft. 


Better quality than any manufacturer has ever put into a 
small centrifugal pump . . . attractive prices . . . liberal 
discounts to dealers. No wonder Gardner-Denver Side- 


Suction Centrifugals build profits for hardware dealers! 


Selling Gardner-Denver centrifugals is like rolling a 
snowball down hill—sales get bigger as you go. For 
these pumps offer advantages usually obtainable only 
in large, expensive pumps . . . features such as adjust- 
ability to wear... ‘‘Oilite” radial bearing . . . heavy- 
duty ball thrust bearing . . . long life and high efficiency. 


Thousands of small centrifugal pumps need replace- 
ment today. Cash in on this market with Gardner-Denver 


Centrifugals. The coupon will bring you complete details. 






GARDNER-DENVER COMPANY 
102 Williamson Street Quincy, Illinois 











VER CO \\ contrituga! 
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SELL ONE 


DAZEY..AND YOU 
SELL ALL THREE! 


© 


y How 


*DAZEY WALL BRACKET 


Keeps Customers Coming Back 


HENEVER a housewife buys one of the famous 
DAZEY KITCHEN AIDS, she seldom stops until 
she has at least three. That handy bracket on the 
wall constantly reminds her of the other DAZEY de- 
vices and the efficiency of her first purchase makes 
her want them all the more. Thus, the sale of a 
DAZEY Can Opener’ (A) almost invariably leads later 
to the sale of a DAZEY-SPEEDO SUPEBR- B) 
or a DAZEY SHARPIT (C). And look what splendid 
units of sale at standard minimum resale prices; 
DAZEY De Luxe Can Opener @ $1.69", DAZEY Senior 
Can Opener @ $1.39°—DAZEY Junior Can Opener @ 
69¢*—SUPER-JUICER @ $1.75" and SHARPIT @ 
$1.50*. Order from your Jobber NOW! 
Minimum Retail Prices—Slightly higher west of Rockies 


DAZEY CHURN & MFG. CO. 


4301 Warne Ave., St. Louis, Mo. 


ARMSTHGNG BROS. 


Knife Blade Cutter Wheels 












—alloy tool 
steel, oil 
tempered 


on one 
board, shouts for every 
make pipe cutter 


OOTH edged cutter wheels for ev 
cutter... e Blade Wheels with 
thin penetrating —* that cut much faster - much 


easier. Al Steel heat treated and they 
hold their Neo ge Plated, they will not rust 
Balanced st on 


ocks permanen beautiful metal 
stock board that is Diainiy marked =f size and makes 
of pipe cutters. 


Write for “Cutter Wheel Stock” Circular 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 

314 N. Francisco Ave., Chicago, U. S. A. 

New York San Franciseo London 














Beyond the Power Lines 


(Continued from page 23) 


modernization. Placing either a 
modern oil range or a refrigera- 
tor in a home does not exhaust 
sales potentialities in that kitchen 
as there are accessory devices, 
such as one for the broiling of 
meats which fits over the oil stove 
burner, one for toasting bread, 
and others. 

An essential part of all success- 
ful major appliance merchandis- 
ing is constant follow-up to see 
that merchandise sold is giving 
satisfaction and thereby building 
good-will. Such follow-up calls 
provide an opportunity to sell 
accessories and related equipment. 
In the case of an oil range cus- 
tomer, a check should be made to 
be sure the equipment is operat- 


ing properly and _ satisfactorily. 
On such calls the customer should 
be sold on the advantages of buy- 
ing wicks at your store where only 
the proper wicks that give best 
results are sold, for inferior wicks 
invite dissatisfaction. Wicks may 
be a very small item, but if they 
are a means of getting people to 
come into your store and of build- 
ing good-will, their importance 
should not be underestimated. 
And don’t overlook the oppor- 
tunity that exists for the sale of 
kerosene-burning water heaters. 
Wherever an automatic water 
pumping system is installed there 
is need also for a water heater, 
and additional opportunities for 
selling related plumbing sundries. 





Carolinas 


Convention 


(Continued from page 42) 


illustrated lantern slide outline of 
“A Policy for Retailers,” by Secre- 
tary Craig. 

Presentation of “25-Year Club” 
certificates and badges to 52 Caro- 
linas’ hardware dealers who have 
been continuously in business and 
hardware association members since 
1910 was the closing feature of the 
session. Presentation to the twenty- 
five or more members present was 
made by Frank W. McKeel, former 
president of the association and re- 
cently elected president of the 
Darlington (S.C.) Chamber of Com- 
merce, who paid eloquent tribute to 
the stability of hardware retailing 
as evidenced by the 25-Year Club. 

Urging all retailers to ascertain 
the manufacturer’s true sales policy, 
Secretary Simmons propounded a 
series of seven questions to be asked 
of all manufacturers whereby, with 
the answers, compliance could be 
made with a resolution adopted by 
the NRHA, in which it is stated, 
“.. . in every lawful way retailers 
should individually consider and de- 
cide upon the possibility of exclud- 
ing from stock the merchandise on 
which price inequality exists.” 

“Did you ever stop to think,” he 
asked, “why it is possible for some 
manufacturers to sell their products 
for 20 per cent less to chains than 
to wholesalers? The answer to that 
is because you give the manufacturer 
the volume which allows him to re- 
duce his cost in favored instances. 


In other words, your buying and sell- 
ing such merchandise means you are 
simply helping to strangle all your 
other efforts to continue as an inde- 
pendent dealer.” Dealers were urged 
to contend for their suppliers to fur- 
nish merchandise bearing the label 
of the American Institute of Fair 
Competition as a means of “absolute 
protection to the jobber and retailer 
against discrimination.” 

In presenting “The Manufactur- 
ers’ Answer,” Mr. Plumb stated that 
“if retailers were more insistent, and 
when manufacturers see they really 
are going to lose your business, that 
you are not merely coming to your 
convention to ‘resolute’ and go back 
home to do business in the same old 
way, more of them will join the 
American Institute of Fair Competi- 
tion and live up to its provisions.” 

In a study of “Syndicate and In- 
dependent Distribution Costs” at the 
Wednesday morning session, Herbert 
P. Sheets charged as “silly” the 
statements by some Congressmen 
that passage of the Patman bill 
would increase costs 15 per cent to 
20 per cent, Mr. Sheets declared 
competition always tends to keep 
prices down and that contention of 
retailers was not that lower prices 
given competitors be taken away 
from them but that all merchants 
may enjoy equal benefits. 

Competition today, said Mr. 
Sheets, is of three kinds: (1) com- 
petition of buying power, (2) dis- 
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tribution costs and (3) methods. The 
last two have a big bearing upon the 
first, which may never be solved un- 
less the last two are, he said, stat- 
ing there is no price level in the re- 
tail hardware field and expressed 
doubt that there ever would be. He 
questioned that retailers would ever 
want to entirely eliminate competi- 
tion in buying, and believed quan- 
tity would always be a factor al- 
though of less consequence when 
syndicates and others cannot buy at 
lower prices, in quantities, than 
wholesalers. Citing charted analyses 
of retail costs, whereby certain re- 
tailers had reduced their costs 
around 5 per cent to within line of 
syndicate costs, he concluded: “If 
one form of merchandising serves 
the consumer most economically, that 
is the form that will survive.” 

In an address, “It Can Be Done,” 
Paul M. Mulliken, merchandising 
manager of Simmons Hardware Co., 
St. Louis, and for 12 years secretary 
of the Illinois Retail Hardware As- 
sociation, said “competition of oper- 
ating costs is one of the most seri- 
ous.” The answer to the problem, he 
said, is in cooperation, citing changes 
of the past decade in the food field 
through growth of the voluntary food 
chains to a point of in 1935 surpass- 
ing the dominance attained by the 
grocery chains during the previous 
decade. He advised retailers pool 
their activities along coordinated 
lines of the syndicates and indepen- 
dent cooperative grocers. “What all 
dealers want is profit, yet asked the 
question, most of them would say 
‘better prices.’ To attain profits un- 
der future competition, there are 
three essentials: (1) right merchan- 
dise: (2) right prices, and (3) right 
kind of promotional material.” 

The remainder of Wednesday 
morning was devoted to the annual 
meeting of policyholders of the 
Hardware Mutual Fire Insurance 
Co., affiliate of the association. Pres- 
ident W. W. Watt, of Charlotte, in 
his annual address, said the company 
for 12 years had paid a 40 per cent 
dividend, had prospered through the 
past year, and was in better financial 
shape than ever. 

No session was held Wednesday 
afternoon, about 200 dealers and 


guests being taken on a boat ride 
about the harbor as guests of 
Charleston hardware dealers. 

Election of offices concluded the 
convention at noon Thursday, follow- 
ing addresses on “Modernizing Your 
Store Front to Bring Passersby In- 
side,” by G. E. Park, of General 
Electric Company, Charlotte, N. C.; 
“Sales Promotion by Syndicates,” by 
Frank Needham, manager, J. C. 
Penney Co., Columbia, S. C.; “Out- 
side Selling as a Means of Increas- 
ing Sales,” by L. H. Smith, Liberty, 
N. C., and “Adjusting Your Business 
to Current Conditions,” by G. W. 
Sully, merchandising service bu- 
reau, National Cash Register Co., 
Dayton, Ohio. 

Mr. Smith, president of the Vir- 
ginia-Carolinas Implement Dealers 
Association and a director of the 
Eastern Implement Federation, 
stressed the sales-building value of 
outside selling as a means of creat- 
ing profits. 

Following the resolution commit- 
tee’s report, election of officers, etc., 
Graves J. Smith, former president, 
suggested that two years hence a 
boat trip to Havana or Bermuda be 
considered for the convention meet- 
ing place. 

H. P. Duvall, Jr., Cheraw, S. C.. 
son of a former president and a 
grandson of H. P. Duvall, first presi- 
dent of the organization 32 years 
ago, was elected first vice-president; 
H. L. Stewart, Clinton, N. C., second 
vice-president, and G. W. Ballinger, 
Seneca, N. C., third vice-president. 
Arthur R. Craig, Charlotte, N. C., 
was re-elected secretary-treasurer. 

The above officers, with the two 
immediate past presidents, Graves J. 
Smith, Goldsboro, N. C., and Mr. 
Ruff, constitute the executive com- 
mittee. At the 1935 convention in 
Charlotte, J. M. Anderson, of Co- 
lumbia, S. C., and Frank W. McKeel., 
Darlington, S. C., were chosen as 
delegates to the 1936 NRHA Con- 
gress. Mr. McKeel announced he 
would be unable to attend and Presi- 
dent Holt was elected in his stead. 
Election of delegates a year ahead 
was deferred this year since the 
NRHA Congress in Atlantic City 
comes in July and plans are under- 
stood to so continue in future years. 


Handling Trade Correspondence 


Letters received from wholesale 
houses or manufacturers concerning 
current business subjects merit im- 
mediate attention. 

Failure to reply promptly to busi- 
ness correspondence wastes time and 
money incalculable for both the ad- 
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dressor and the addressee. The 
smooth functioning of the retail ma- 
chinery is interrupted since the par- 
ticular transaction cannot progress 
until the reply is received. 


Answer today’s mail today. 


SPECIAL 
Introductory 


OFFER 


HIGH PRESSURE 


CARTRIDGE 


CALKING GUN 





This Gun 
With Three Nozzles 
--and-= 
Four Filled Cartridges 


(White or gray compound) 


Shipped Express Collect for 


$7.40 


The calking of window and door frames 
has become a natural part of the paint 
contract. It is profitable work if you 
have the right material and tools. 


Pecora Calking Compound is first choice 
of leading architects and builders. No 
material is more dependable, more sat- 
isfactory. The new type High Pressure 
Gun (patent applied for) is a great time 
and material saver. Cartridges filled 
with approximately one quart of Pecora 
Calking Compound can be placed in 
position for use in a few seconds. No 
fuss, no waste. Send in your order to- 
day. Special Bulletin on request. 





Pecora Paint Company, Ine. 


Lawrence & Venango Sts., Phila.. Pa. 
Established 1862 by Smith Bowen 


——— Also Makers of 
SASH PUTTIES SUCTION MASTIC 
MORTAR STAINS for Structural Glass 
ASBESTOS FURNACE CEMENT 
COLORLESS DAMPPROOFING 
PECORA PERFECT PATCHING PLASTER 
WEATHERTITE LIQUID ROOF COATING 
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Try it! 

Skilled workmen—who use Ham- 
mers every day —easily recognize 
that “perfect balance” always pres- 
ent in Maydole Hammers. 
Blind-folded, or in the dark—they 
will quickly choose a Maydole 
Hammer. They tell by the feel, the 
“perfect balance” that identifies and 
classifies Maydole as the better 
Hammer. 


Hammers—W renches 
Punches—Chisels 
Maydole Sales Representatives 
SURPLESS-DUNN & COMPANY 
74 Murray St. 34 No. Clinton St. 
NEW YORK, N. Y. CHICAGO, ILLINOIS 
JAMES A. RIORDAN COMPANY 
1600 East 7th St. 955 Bryant St. 
LOS ANGELES, CALIF. SAN FRANCISCO, CALIF. 
5319 Admiral Way 
SEATTLE, WASH. 








Gray-Diamond 
Welded Fabric— 


(Patented) 
Made by Wickwire 


Bros. new special 
welding process — 
much stiffer and 
stronger than any 
twisted netting or 
woven wire cloth. 
Each mesh is firm, 
uniform and rust- 
resisting, because 
produced from cop- 
per alloy open 
hearth steel wire. 
We control every 
operation from raw 
material to finished 
product. 

Furnished hot gal- 
vanized or green 
painted in 150 ft. 
bales, 2, 3 and 4 ft. 
wide in 1 and 2 in. 
mesh. In great de- 
mand for many 
uses. 





Ask your Jobber for Prices 


STEEL PRODUCTS 
“NATURAL GAS now used in our fur- 
Maces produces very low — steel which, 
——— with a copper alloy, reduces cor- 
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A Vacation Pilgrimage 


(Continued from page 20) 


all, is just a shaft. You are told 
how high it is. You are told 
about the baseball dropped from 
the top and caught at the bottom, 
and how long it took the ball to 
fall. The Washington monument, 
of course, is interesting, but, after 
all, it is just an obelisk. To erect 
it was a simple matter of engi- 
neering figures. The Lincoln 
Memorial, however, is something 
entirely different. It is so sim- 
ple, so perfect, so dignified and 
peaceful, one cannot help but 
feel that in this work man, as 
an architect, has reached the high- 
est flight. 
* * * 

There is much more that I 
could write about Washington. It 
is the first time I have actually 
seen the city, although I have 
been there many times. But be- 
fore this last trip I spent most 
of my time in smoke-filled rooms, 
discussing various questions that 
seemed very important at the 
time, but to me are exceedingly 
unimportant now. I have trav- 
eled around this world a good 
deal. I have tried to see things 
intelligently. I have attempted 
to make comparisons. Now it 
dawns on me that here in Wash- 
ington we have one of the most 
beautiful cities in the world. Why 
not go there sometime—not on 
business, not to try to get some- 
thing, not to eat, drink or dance, 
but just to look at the city? Go 
with open eyes, and finish, when 
the shadows are growing long, at 
the Lincoln Memorial. If this ex- 
perience does not make you feel 
proud of being an American, 
nothing else will. I came back 
from this trip in an elevated state 
of mind that it will take some 


months in New York to bring 
down to normal. 

Another thing about Washing- 
ton that especially struck me was 
the character of the people you 
see there. I never saw a better 
looking lot of people anywhere 
on earth than I saw one evening 
at dinner on the terrace of the 
Shoreham Hotel. Probably they 
were not all Americans. But the 
men and women certainly looked 
like the aristocrats of the world. 

* * * 

Just one thought in closing. It 
seems too bad that the body of 
Abraham Lincoln does not rest 
in his Washington Memorial. As 
was well said when he died: 
“Abraham Lincoln belongs to the 
ages.” Lincoln today is enshrined 
in the hearts of all Americans. 
He belongs to the American peo- 
ple and he should rest in Wash- 
ington in this wonderful monu- 
ment where Americans can go 
and renew their inspiration and 
faith in the destiny of their coun- 
try. 

As I stood thrilled in front of 
this superb monument in memory 
of the man who was born in a 
log cabin, there came to me these 
words from his Gettysburg ad- 
dress, probably the greatest ora- 
tion of all time: 

“It is rather for us to be here ded- 
icated to the great task remaining 
before us—that from these honored 
dead we take increased devotion to 
that cause for which they gave the 
last full measure of devotion—that 
we here highly resolve that these 
dead shall not have died in vain— 
that this nation under God, shall 
have a new birth of freedom—and 
that government of the people, by 
the people, for the people shall not 
perish from the earth.” 





Puzzle Test— 


From Valentine & Co., New 
York City, comes an interesting 
sample of dealer advertising. Try 
it. The card reads: “Scrutinize 
carefully the following sentence 
and state how many F’s, either 
large or small, it contains—The 
Famous Valspar finish is the re- 


sult of scientific study combined 
with the experience of years.’— 
don’t cheat. Count the F’s in that 
italic line, but do so mentally 
without pointing a finger or pen- 
cil as you go along. Most peo- 
ple get it wrong—the record be- 
ing but two correct answers in 
twenty. 





The answer is five. 
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FLEXIBILITY 


**Never Lets Go’’ 


ALLIGATOR 


TRADE MARK REG.US. PAT. OFFICE 


STEEL BELT LACING 





For belts of all kinds and sizes. 
Genuine ALLIGATOR STEEL 
BELT LACING is stocked by 





leading jobbers 
and listed in their 


catalogs. Not sold 


by mail ordercom- 
panies under its 


own or any other 


name. Specify 
Genuine “Alliga- 


tor Steel Belt 


Lacing.” Order 
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SMOOTH ON 
BOTH SIDES 





PROTECTION OF 
BELT ENDS 





through your 
jobber. 








Sole Manufacturers 


FLEXIBLE STEEL LACING CO. 


461; Lexington Street Chicago, Illinois 


In England at 135 Finsbury Pavement, 


on 








Accept No 
Substitutes 








don, E.C.2 











REG. U. S. PAT. OFF. 





TRADE MARK 


Sell Them 





by the set 


a ae ee 


Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 


It isn’t bard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of ome him once or seventeen times. 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, Try it. 

Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood, 


ete. 


leaving a smooth hole and clean, polished surface. 


Let us send you catalogues. Order through 


your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 
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You can meet the full requirements of 
your screw product trade when the com- 
plete HOLTITE line is on your shelves. 
Standardize on these dependable units 
— they'll return substantial profits. 
Carry the line you can sell with com- 
plete confidence in its guaranteed qual- 
ity—no dissatisfaction, no adjustments, 
no delays, no chance of losing profit- 
able repeat business. 

Sold through Hardware Jobbers 


CONTINENTAL SCREW CO. 













Office & Factory 
NEW BEDFORD 


Massachusetts 


WESTERN BRANCH 
6529 Russell Street 
Detroit, Michigan 


SOUTHERN BRANCH 
1421 Fort Street 
Chattanooga, Tenn. 























MODERN BLADES FOR THE 
HARDWARE TRADE 
























SHERMAN 


Wrought Brass 





Sherman Wrought 
Brass Hose Clamp 
( Patented ) 

Heavy, durable wrought brass— 
rust-proof clear through. Tongue 
runs in channel which holds it 
close to hose making a secure, uni- 
form grip. Ears are stiff—can- 
not pull together when tightened 
—form perfect lock-nut. Heavy 
shoulder to engage vise jaws per- 
mitting clamp to be pulled excep- 
tionally tight. All standard sizes. 
The leading seller for over 35 
years. 


Write for literature and samples. 
Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek Michigan 














How toincrease sales 
and profits Send for this bul- 

* letin today that 
tells the story of FIRELINE—a remark- 
able discovery that has obsoleted the old 
type stove linings, that is taking over old 
markets and has created new and larger 
ones—a new, moist, plastic (putty-like) re- 
fractory material that is strong enough to 
replace broken firebox castings, that ends 
casting replacements. Mail in coupon for 
the free bulletin that tells what it is, what 
it does, how and where it’s used and how 
to sell it, that outlines the FIRELINE set- 
up, sales helps, etc., ete. 


§ FIRELINE STOVE & FURNACE LINING CO. . 
; 1859-F Kingsbury St., Chicago, U.S.A. a 
g Gentlemen: Send 1 
1 © Bulletin described above. ' 
1 C) FREE Sample of FIRELINE. 4 

‘ 
H DN tc:kveutedactcectccekeechetecacananea a 

| 
; DN Snsdmehdiandneeenancadig ns Bessa eh eeed a 
BEE ha bis 0b e660 Coe scaccsdduseceacecceee : 
DME sca nde abanecks saan CUP... sceccses 
Gewese esseeesseeeaesasesasea: 
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They Start With a Jig Saw 


(Continued from page 17) 


most any job in wood-work re- 
quires the use of four tools, a jig- 
saw, a bench-saw, a drill-press 
and a jointer. 

“The average customer usually 
buys a jig-saw first, then he sees 
the desirability of owning a bench- 
saw and so forth. Having sold a 
new customer one tool we feel 
faily sure of selling him most of 
the other units of the line sooner 
or later. Our buyers are much 
given to making furniture for 
their wives. That brings ap- 
plause in the family circle. So the 
home crafts man keeps right on 
producing. 

“Many of our sales are made on 
the installment plan, but we do 
not let this business tie up our 
capital. If we do not feel like 
carrying an account, we sell it to 
a reliable finance company and 
get our cash at once. Of course, 
we are careful, but we haven’t 
lost a single account. We could 
sell more equipment to doubtful 
credit risks if we cared to take the 
chance. On the whole, buyers of 
these tools seem to be above the 
average in honesty. That virtue 
appears to go somehow with wood- 
working; it’s a responsible class 
of trade. 

“In 1934 our volume on power 
tools averaged a hundred dollars 
a month. Last year it nearly 
doubled, exceeding $2,000. Since 
the times are better in 1935, we 
confidently expect to overtop what 
we did during the previous twelve 
months. Although home work- 
shop equipment is now the liveli- 
est line in the store, it has not 
added one cent to our cost of do- 
ing business. 

“We seldom give terms for long- 
er than six months. Our sales con- 
tract calls for 8 per cent interest 
on deferred payments. Not a 
single customer has questioned the 
fairness of this arrangement. In 
Wichita there are two high schools 
and two intermediate schools that 
have manual training departments. 
They have long been good cus- 
tomers of ours and do much, of 
course, to stimulate the trade. 

“The manufacturer with whom 
we do business on this line has a 


demonstration bus that calls at 
least once a year. It is literally 
a traveling wood-work shop, equip- 
ped with every wood-working tool 
made by the company. When it 
comes around we arrange for the 
bus to take its station right in 
front of our store. Beforehand, 
of course, we invite the manual 
training instructors and _ other 
good prospects to see the line ex- 
pertly demonstrated. 

“Ten years ago it was a hard 
mater for a manual training 
school to buy a 24-inch jig-saw 
that would really do the job for 
much less than $200. Well con- 
ditions and prices have changed 
since then. We can now supply a 
good 24-inch jig-saw at $24.95. 
A quality planer-and-jointer used 
to cost the school board anywhere 
from $400 to $800. Now the 
board can buy a six-inch machine 
for $45. This change in the price 
situation is one of the relatively 
new factors that makes a line of 
power tools a good bet for the 
hardware merchant. 

“Naturally, we stress this factor 
of economy. Volume has gone up 
so rapidly for the manufacturer 
that his prices have come down 
accordingly. The demand is far 
ahead of what anybody thought it 
would be a few years ago. Cer- 
tainly we did not then expect that 
power tools would ever become 
such profitable items in a hard- 
ware store. To the average cus- 
tomer buying them over the count- 
er we add 5 per cent for freight, 
but in selling larger orders to the 
school board we absorb this cost. 

“In the order named, our best 
business in the power tool line is 
on these units: Jig-saws, bench- 
saws, drill-presses, jointers, 
spindle-shapers and _band-saws. 
Some of our customers buy sec- 
ond-hand motors elsewhere, al- 
though we sell some new. We have 
encountered no service grief what- 
ever. The very few little things 
that ever went wrong have always 
been taken care of promptly at 
the factory. 

“The margin of profit to us is 
sufficiently attractive. Though the 
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This is the original sanitary metal scouring 
device and is accepted as a standard by 
which all imitations are compared. Now 
advertised to over 16 million families each 
month. Leading dealers everywhere are 
displaying this fast-selling household item. 


METAL SPONGE SALES CORP., Philadelphia | 
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EXTRUDED Merst PADLOCKS 


Hardware Merchants 
know through years of ex- 
perience that they have 
built solidly and profitably 
by selling Corbin Extruded 
Metal Pin Tumbler Pad- 


locks. 

















In offering their customers 
quality and dependability 
in padlocks they create 
consumer satisfaction, 
which means increase 
of sales — of prestige 
—of profit. 


CORBIN CABINET LOCK CO. 


The American Hardware Corporation, 
Successor 


NEW BRITAIN, CONN.., U. S. A. 
[NEW YORK CHICAGO PHILADELPHIA 











Wire used in weaving Superior Wire Cloth is drawn 
in the Wright plant and, because the company has 
control of the production all the way from rods to 
the finished product, the wire is produced exactly 
in accordance with the specifications necessary for 
weaving. 


G.F.  Wricut STEEL & WIRE Co. 


WORCESTER, MASS., U. S. A. 


New York +: Atlanta + Chicago - Los Angeles 


WIRE NETTING WIRE CLOTH WIRE LATH 
CHAIN LINK FENCE WIRE CLOTHESLINES 
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THE CAN 
THAT CAN TAKE IT 


Users testify that. ‘‘Handy-Grip” Cans 
“can take it’’ under all conditions. 
This utility oil or gasoline can is 
equipped with the ‘“Handy-Grip” cap 
—the cap which is tightly closed or 
easily opened—by hand. Another 
feature—exclusive with Eagle—is the 
“triple lock body seam”’ (illustrated) 
assuring a stronger can which is less 
liable to leak. Eagle galvanized cans 
are made from standard gauges of 
PRIME galvanized sheets. One, two, 
five gallon capacities. Enameled in red 
or blue. Complete information from 
your jobber—or write us direct. 


EAGLE MANUFACTURING CO. 
WELLSBURG, WEST VIRGINIA 
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Order NOW For 
CANNING Season Profits 












DELUX Foop For 
making 

STRAINER tomato 
juice 

& Grater fruit 

Will Strain cocktail, 

Corn apple 

| ar ggg sauce, 

Fruits jellies, 

° etc, 





Write for 
Dealer 
Prices 


Every housewife is a prospective customer 
for this practical food strainer. it does the 
work in a fraction of the time ordinarily 
required. Strains food without waste. Can 
be used for a variety of foods. Only a few 
parts to clean. Built to last. Also Grater 
attachment for cheese, crackers, etc. Lib- 
eral profit for dealers. 


D. GRANDINETTI MFG. CO. 
1101 Court St. Syracuse, N. Y. 














make them sturdier... 


D. P. HARRIS HDW. & MFG. CO., INC. 
D. P. HARRIS BLDG., NEW YORK, N. Y. 
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mail-order houses have been play- 
ing up their competitive lines, we 
have had no trouble in meeting 
this increased competition. They, 
too, are sharing the benefits of 
the growing demand. There is 
plenty of quality in the line we 
sell. 

“At first, when it was proposed 
that we should stock and display 
the line, we were skeptical. We 
felt, of course, that such tools were 
coming into popular demand, but 
had no idea it would be so strong. 
We thought the pioneering period, 
so to speak, might be both expen- 
sive and disappointing. It proved 
to be neither. We learned defi- 
nitely, however, that it is abso- 
lutely necessary for the merchant 





to carry the line and display it 
well. You can’t sell power tools 
out of a catalog. The customer is 
likely to look at your book, then 
buy from a mail-order house. 

“Yes, we are glad that we de- 
cided to add a power tool depart- 
ment. It contributes a distinct 
note of modernity to the store. 
Nearly everybody who comes in 
comments favorably on the dis- 
play. The average man has to 
stop and have a good look. Once 
he starts buying, he is very apt to 
buy again and again. One of our 
local theatre managers has bought 
tool after tool until the equip- 
ment of his home workshop in- 
cludes just about everything we 
have to sell.” 





Where Will Bonus Money Go? 


(Continued from page 37) 


islative fight for the bonus that 
$2,000,000,000 would be spent 
about as follows: 

Pay old debts, $624,000,000; 
build or repair houses, $260,- 
000,000; purchase home, home 
site or farm, $228,000,000; in- 
vest in own business (many 
legionnaires are small _trades- 
men), $133,000,000; buy auto- 
mobiles or trucks, $123,000,000; 
buy furniture, rugs or other fur- 
nishings, $117,000,000; buy cloth- 
ing for wives and children, $88,- 
000,000; buy clothing for them- 
selves, $51,000,000; invest in 
savings accounts or insurance (the 
average legionnaire is better off 
than the average veteran), $156,- 
000,000; buy refrigerators, fur- 
naces or radios, $39,090,000, buy 
farm implements, $44,000,000. 


Whether these estimates, made 
when the Legion was seeking the 
passage of bonus payment legis- 
lation, will prove accurate is not 
certain, but they should be close. 

After it had loaned veterans 
$804,000,000 on their bonus cer- 
tificates in 1931, the Veterans 
Administration checked up and 
estimated that $523,000,000 was 
spent for personal and family 
purposes, $161,000,000 was in- 
vested in some way, $64,000,000 
went for automobiles and $56,- 
000,000 went for “expenditures 
resulting in no practical benefits.” 
The 7 per cent of these “bonus 
loans” reputedly spent in gam- 
bling houses, speakeasies and 
dives was for a long time a talk- 
ing point against cash payment. 





Plan for Paint Dealers 


The current issue of the “Digest of 
Trade Hints for Paint and Varnish 
Merchants” issued by the Bureau of 
Foreign and Domestic Commerce in 
cooperation with the National Paint, 
Varnish and Lacquer Association out- 
lines a plan which enables dealers and 
contracting painters to sell paints and 
painting services on a basis where the 
dealer or contracting painter receives 
full pay as soon as a job is completed, 


while property owners pay monthly to 
finance companies. The purpose of the 
publication, which is issued gratis 
monthly, is to keep paint retailers cur- 
rent with trends in the paint, varnish, 
and lacquer and allied industries. 
Future issues of the bulletin will carry 
statistics on paint product sales com- 
piled by the Bureau of the Census, 
and other statistics pertinent to the re- 
tail paint and allied products business, 
and notes on trends in decorations, 
finishing and construction. 
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DOORMAN! I'M PARCHED 
FROM SO MUCH TALK AND 
CONFERENCE , WHERE CAN 
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Life’ s too 
SHORT... 


Why fuss and stew over 
the details of catalog com- 
piling? Turn the job over 
to Specialists. Get a 
real book, from cover to 
cover.. planned right, built 
right, priced right. 


The NORTH AMERICAN ?:<<< 


Hardware Catalog Specialists 
728 N. Seventh St. sre Milwaukee, Wis. 








MUSSELMAN DOENUT CORDS 


Do not gamble on imitations or infringements. The Mussel- 
man is the true Doenut designed with a constrictive force 
and a new cord angle. U. S. Patent No. 2015459. Tires and 
wheels retail pt and in building sets for home built 

‘ows, seooters, wagons, midget autos, carts, hand 
trucks, ete. Built to the correct size, 10”x2%”. Requires 
only 12 to 15 tbs. air. The Musselman bicycle trailer is 
equipped with these Doenuts. The most practical and eco- 
nominal delivery vehicle on the market. Write for literature, 
prices and discounts today. 


THE MUSSELMAN PRODUCTS CO. 
6242-G St. Clair Ave., Cleveland, Ohio ; 













Trailer hauls 
400 Ibs. with 
easy pedaling. 
All steel body, 
ball bearing 

Is, non- 
tipring swivel 
hitch. Mussel- 
man Doenut 
Cord Tires. 





















Dealer’s name on side. 
At small additional cost. 
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The 

Standard Reference Book 

for hardware and related 

merchandise the next edi- 

tion of which will appear 
on August 27, 1936. 


Sayre, Pa.: Furnish name and ad- 
dress of the manufacturer of Von 
Duprin locks—M. R. Wright Hard- 
ware. 

ANSWER: Vonnegut Hardware 
Co., 124 E. Washington St., Indian- 
apolis, Ind. 

*% * * 

Lewiston, Maine: Provide ad- 
dress of The Otto Velander Level 
Co.—Lewiston Hardware & Plumb- 
ing Supply Co. 

ANSWER: 3209 
Chicago, Il. 


Wilton Ave., 
% * * 

Ripcgewoop, N. J.: Who makes 
money changers such as bus drivers 
use in making quick change?— 
Ridgewood Hardware Co. 

ANSWER: J. L. Galef, 75 Cham- 
bers St., New York City. 

*% * * 

Crossy, MiInN.: Furnish names 
and addresses of sources of supply 
for slate and tile roofing materials.— 
Crosby Hardware & Furniture Co. 

ANSWER: Davis Slate & Mfg. 
Co., Langley and 40th Sts., Chicago, 
Ill.; Waterman Slate Co., 1107 W. 
Idaho St., Seattle, Wash., and Haw- 
thorne Roofing Tile Co., 228 N. La 
Salle St., Chicago, II. 

* * * 

PirtsrieLp, Mass.: Who makes 
asbestos filled wire torches for burn- 
ing worms?—Peirson Hardware Co. 

ANSWER: Newton Mfg. Co., 27 
Haymarket St., Boston, Mass. 


Chloroil No Longer Sold 
By Savage Arms Corp. 


An item appearing on this page 


of the June 18th issue gave the Sav- 
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Who Makes It? 


Information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 


26, 1935. 


When writing to the firms mentioned, state that you 


saw the product listed in Hardware Age “Who Makes It?” sec- 


tion or issue. 


age Arms Co., Utica, N. Y., as the 
source of supply of Chloroil. We 
have since learned that the corpora- 
tion discontinued the sale of this 
solvent for powder and primer resi- 
due several years ago following the 
introduction of non-mercuric prim- 
ers, which development made the use 
of the solvent obsolete. 


Comes In Handy 


Cuicaco, ILt.—We are pleased 
to acknowledge receipt of Harp- 
warE ACE Directory. We assure 
you that it often comes in handy 
for information that would take 
us much more time to find. Many 
thanks. 

E. E. Hann, 
C. Hahn & Company 


Must Have It 


ALLIANCE, NeB.—We have re- 
ceived the latest issue of your 
Directory or “Who Makes It?” 
and without it would be greatly 
inconvenienced, as we have oc- 
casion to use it almost every day. 

L. E. JoHnson, 
Newberry’s Hardware Co. 


Best Ever 


Kansas City, Mo.—We ac- 
knowledge receipt of and thank 
you for the Directory Number of 
HARDWARE AGE dated Septem- 
ber 26. 

It is one of the best directories 
we have ever received. 

It contains so much valuable 
information which has been a 
great help to us. 

C. A. Monpay, 


Monday & Company 


Havre De Grace, Mb.: Who 
makes cast or stamped wrought 
brackets to be used for forming car- 
penters’ work horses and trestles? — 
Pitcock Bros. 

ANSWER: Crane Packing Co.. 
1806 Belle Plaine Ave., Chicago, 
Ill., and Morse Mfg. Co., Syra- 
cuse, N. Y. 

ScHuyLer, Nes.: Where can we 
obtain parts for a Bon Ami kero- 
sene cook stove?—Jaehn Hdw. Co. 

ANSWER: A. J. Lindemann & 
Hoverson Co., Milwaukee, Wis. 

* * * 

Pierce, Nes.: Where can we buy 
repairs for a Blue Ribbon hand 
lawn mower?—Magdanz Hardware. 

ANSWER: This is a_ special 
brand of the Belknap Hardware & 
Mfg. Co., Louisville, Ky. 


* * * 


Fort Wortn, Texas: Provide ad- 
dress of the Otto A. Velander Level 
Co.—Weinstein’s Hardware Stores. 

ANSWER: 3209 Wilton Ave., 
Chicago, II. 

* * * 

Iron Mountain, Micu.: Who 
makes the Golden Glow lawn 
mower ?—The Quality Hardware 
Store. 

ANSWER: This mower was for- 
merly manufactured by the Chad- 
born & Coldwell Mfg. Co., New- 
burgh, N. Y. 

+ % * 

Raceicu, N. C.: Who makes Roe’s 
steel tapes?—-Carolina Hard- 
ware Co. 

ANSWER: Justus Roe & Sons, 
Patchogue, L. I., N. Y. 


* * * 


SaLaMaAnca, N. Y.: Supply name 
and address of the manufacturer of 
the Bates broom-mop.—Dietrich 
Hardware Co. 

ANSWER: Merchants and Manu- 
facturers Co., Springfield, Mass. 
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SUPER APEX 


has a zinc coating almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 


On top of this zine coating there is baked a coat of high quality 
enamel thus reducing corrosion almost to the vanishing point. 


THE LIFE OF SUPER APEX 


in “Salt Air,” moisture or gaseous laden climates is almost double 
the life of cloth made by the old process. 


STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOYS 
ANTIQUE BRONZE — ALUMINUM 


HANOVER WIRE CLOTH Co. 


HANOVER, PENNSYLVANIA 
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41/2’ x4l/2’ 
LOW PRICED—can be retailed for less than a dollar. 
SERVICEABLE—protects the rug or floor from ashes 

and soot. Easily cleaned. 
COLORFUL—packed assorted colorings; six to a 

carton—tiles and fancies. 
RIGHT SIZE—412’x 4¥%2’— accepted standard stove 
mat size. Can also be used under refrigerators. 
FAST SELLING-—sells on sight when properly dis- 

played. Customer will recognize real value. 

ORDER NOW-—for later shipment. Seasonal demand 
in fall and winter will move large volumes of these 
mats. Here you have an exceptional value that can 
be successfully used as @ leader, or as a regular 
every-day selling item. Ask your wholesaler or write 


CARTHAGE MILLS INCORPORATED 


Dept. H 


MATS 


Cincinnati, Ohio 
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HOPPE’S Lubricating OIL 


NEW YORK: Ed. W. Simon Co., Inc., 302 Broadway 


Hoppe’s No.9 
and HOPPE’S Cleaning 
PATCHES 
jor Barrel Protection 


HE original, long-established, safe, 

sure, solvent that removes all fir- 
ing residue, leading, metal fouling and 
PREVENTS RUST. Easy to apply 
with Hoppe’s Cleaning Patches of 
clean, correct-weight canton flannel cut 
to size, in sealed dust-proof cartons—5 
round sizes, 1/4” squares, 1”x7” oblongs. 


Protects Gun Actions 


Best gun oil, specially refined. Pre- 
vents friction, cleans, polishes. Great 
for fishing reels, bicycles, baby car- 
riages, typewriters, all household mech- 
anisms, ete. 


HOPPE’S Gun GREASE 
Protects guns not in use. Right for all 
bore and outside swabbing. Rust can- 
not penetrate. 


In Attractive Display Cartons 


Show all these Hoppe sellers promi- 


nently now for good summer business. 
Order through your regular Jobber. 
And write us for copies of new edition 
HOPPE’S GUN CLEANING GUIDE, 
free for your customers. 


FRANK A. HOPPE, Inc. 
2314-A North 8th Street, Philadelphia, Pa. 


LOS ANGELES: H. L. Bowlds, 108 W. 2nd Street 


—_ ee 
HOPPE» 
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2 SPECIAL OFFERS 


10 ROLLS PRINTED GUMMED TAPE 
12” Wide - 500 Feet Per Roll $425 
Printed with any Business 4 
Advertisement You Desire 
5000 VARNISHED SHIPPING LABELS 
Size 3 x 4—In my — my “a ‘g* 
in red or blue in 
af you" ABEL HOLDER FREE 
SEND FOR SAMPLES 
HICKLING & WEINER CO. 


461 - 8th AVE.. NEW YORK, N. Y. 
Phone - BRyant 9-5000 




















For iron and brass pipe, and copper tubing. 


No threads or flaring. Whether it be for 
repairs, temporary lines or permanent work 
there is a Fargo Fitting for every job. Use 
plain end or threaded pipe. Simple, fast 
installation. Absolutely leak proof joints. 
Write for descriptive literature. 


FARGO FITTING CO. 
P.O. Box 1462 Fargo, No. Dak. 








STEEL. MORTAR HODS 

No dripping onte 
the user's bark. 
Made entirely of 
steel with 
shoulder saddle 
and handle. 
Edaes are heavily 
reinforced. The 
fork is pressed 
from heavy gauge 
steel. 





Write for prices. 
The Cleveland Wire Spring Co. 
E. 38th St. and Hamilton Ave. 
s — Cleveland, Ohie 7 e 











ROCHESTER ADJUSTABLE 
SASH BALANCES 
A product of Guar- 
anteed quality. Real 
profit in handling 
them. 
Write for prices. 





Rochester Sash Balance (o., ine. 
Rechester. N. Y. 











STEELGRI 


Belt Lacing 





The Farm Market Is Buying 
A better, stronger lacing made 
to American standards, that 
you can recommend for all 
garage, farm and shop uses. 
Breaks to width. Put on with 
hammer in_few minutes. In 
boxes or “‘Handy Packages.”’ 
Profitable. 
Write for Circular, Prices 
Armstrong-Bray & Co. 
“The Belt Lacing People’ 
304 N. Sheldon St., 
Chieago, U. 8. A. 
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ITH the increase in building construction @ new 

fence market is opened for progressive hardware 
dealers. Write for profit making plan on Stewart Fences 
and kindred steel specialties. Catalogue on request 


The STEWART IRON 
WORKS CO., Inc 


334 Stewart Block 
Cincinnati, Ohio 

















Griswold Awards 


(Continued from page 43) 


Marion, Ind.; Charles Beshore & 
Co., Marion, Ind.; Bodine Hdwe. 
Co., Bradford, Pa.; Temple of 
Economy, Boone, Ia.; Ludwig Hard- 
ware, Pittston, Pa.; Jones Hdwe., 
Shamokin, Pa.; Miller Hdwe. Co., 
Olean, N. Y.; The J. Robt. York 
Cash Store, Falfurrias, Texas.; 
Blooms, 423 Tremont, Bronx, N. Y.; 
The O. K. Hdwe Co., Inc., Delaware, 
Ohio.; Pickett Hdwe. Co., Oneonta, 
N. Y.; Thos. Conron Hdwe. Co., Dan- 
ville, Ill.; G. S. Blodgett Co., Inc., 
Burlington, Vt.; Wm. F. Flecken- 
stein, Baltimore, Maryland; Weed 
& Co., Rochester, N. Y.; Geo. L. 
Starks & Co., Saranac Lake, N. Y.; 
Woodruff & Murphy, Auburn, N. Y.; 
Pampa Hdwe. & Imp. Co., Pampa, 
Texas; Stevenson-Bennett Hdwe. 
Co., Lansing, Mich.; Hawkins Hdwe. 
Co., Harrisonburg, Va.; Vendevelde 
Hdwe. Co., Dyersburg, Tenn.; 
Roshek Brothers Co., Dubuque, Ia.; 
The Kerr Hdwe. Co., Athens, Ohio.; 
L. H. Field Co., Jackson, Mich.; 
Linquist Brothers, Keokuk, Ia.; 
Abbott and Son, Inc., Marshalltown, ; 
Ia.; Repp Hdwe., Los Angeles, 
Calif.; J. A. Snyder, Port Trever- 
ton, Pa. 

Charles A. Massing, Sales Man- 
ager of the Griswold Manufacturing 
Company, said, “The most encourag- 
ing results of this dealer display 
contest were the spectacular sales 
increases secured by all the dealers 
entering the contest. The ingenuity 
and resourcefulness of these dealers 
and their window trimmers, de- 
veloped far greater sales gains than 
could be credited to Griswold’s na- 
tional advertising alone.” 
















@ repeat customer. 
line of “soft” hammers, mallets, 
, all sizes. Write ircular. 


Chicago Rawhide Mfg. Co. 
1285 Elston Avenue, Chicago, U.S.A. 











Don’t Let It ' 
Run Away From Youe 


You'll find many good accounts 
advertising for sales representatives 
in the Classified Opportunities Sec- 
tion. 

Many of these side lines may be 
just what you need to increase your 
commissions. 

If you don’t find the kind of 
line you want, why not adver- 
tise for it? Many manufacturers 
look through the Sales Accounts 
Wanted advertisements before they 
advertise for salesmen. 

Take advantage of the oppor- 
tunity the Classified Section offers 
you to keep in touch with the sales 
positions that are open. Read the 
classified section of each issue. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St, New York City 











Kept in Prominent Place 


Cuitpress, Tex.—Our copy of 
the Directory issue of HARDWARE 
AcE arrived a few days ago and 
now occupies a prominent and 
convenient place in our files. 

We have always found your 
issues of the Directory to be a 
very interesting source of infor- 
mation. The new number will 
prove a big help in our buying, 
as well as our selling. 

Thanks to you for an interest- 
ing, helpful, and concise merchan- 
dising guide. 

Frep E. SHERWOOD, 
R. H. Norris Hardware Co. 





bf you’ re 
Looking for 
THE CLASSIFIED 


OPPORTUNITIES 
SECTION 


TURN OVER 
Two pages to— 
PAGE 738 
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@ Lovell Power Electric Hand Made Rolls win new 
customers and hold old ones. There’s a neat profit in 
them for you, too. Have 5 outstanding features. 
(1) Foundation rubber. (2) Hard rubber end seal. (3) 
Double cushion. (4) Tough tread. (5) The (guaranteed) 
unbreakable Lovell steel shaft. Ask your jobber. 


Write for copy of new bulletin 25 A. 
LOVELL MANUFACTURING COMPANY « Erie, Pa. 


ILOOWIEILIL © wringer nots 





























Don't confuse cheap, one-piece imported imitations 
with original and genuine BANKO SCYTHES which 
are made in three layers, with Charcoal steel cuttin 
bit. FAMOUS BANKO SCYTHES ARE THE FINES 
MADE IN SWEDEN. Accept no substitute! 


@ Leading jobbers can supply you, or write to @ 


SANDVIK SAW & TOOL CORPORATION 


i09 Lafayette St., 740 Washington Ave. North 
New York, N. Y. Minneapolis, Minn. 

















600A TORCH 


An outstanding value 


Here’s a fine-quality torch for the 
man who prefers a fully-enclosed 
burner and a lock-down pump—at 
a popular price. This sturdy tool 
is strongly constructed and pro- 
duces a powerful, well-controlled 
flame. The tank is finished in 
highly polished brass. Other low- 
priced torches for the occasional 


user are C & L 800 and C & L 158A. 


Write for descriptive folder to the 


CLAYTON & LAMBERT MFG. CO. 
DETROIT, MICHIGAN 
Makers of world’s largest selling firepots 























DLUND 


IS THE STANDARD OF QUALITY 
IN MODERN KITCHEN TOOLS 
Can Openers 
Egg Beaters 
Bottle Openers 
Jar Openers 
Knife Sharpeners 





Sold profitably year after year by a 
majority of the leading distributors. 
WRITE FOR CATALOG 


EDLUND CO. BURLINGTON, VT. 











GREATEST ALUMINUM PAINT VALUE 


ever offered the Trade ! 











i 


Two compartment ¥ 
cans with Aluminum 
Paste or Powder 
and the finest Ex- 
terior Spar Varnish 
Bronzing Liquid. 
Ready Mixed Alumi- 


num Paint made 
with Aluminum 
Paste. The most per- 
‘ectly balanced 
Ready Mixed Alumi- 
num Paing that will not tarnish or congeal in 
the can. 


Ibid aims: wonae | 5 


i 
5 
z 





Order from your jobber. Jobbers: Write! 


SHEFFIELD BRONZE POWDER & STENCIL CO. 
3000 Woodhill Road @ Cleveland, Ohio 
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PAPER HANGERS NIVES 


HOW IS YOUR a 7 
Stock of this Famous for cutting qualities and durabil- 


ity. Make easy work of tough jobs. 


splendid line of 
work knives? 
Shoe Knives 
{tared Knives 
Skiving Knives 
Rubber Knives 
Clam Knives 
Mackerel Knives 
Cigar Knives 





No. 1 Paper Hangers Knife 


Five sizes to meet every need. You will find this paper 
hanger’s knife the one preferred by paper hangers. A quick 
seller. Like every knife bearing the name R. RPHY 





Knives . 

oofin it gives satisfaction—assures continued trade. Write for 
coe as complete catalog of knives and prices. 

— Robert Murphy’s Sons Co., Ayer, Mass. 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum SO cents per insertion. 


All Other Classifications 


Set Solid, Maximum of 50 words..... $3.00 
Each additional word........... 06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word............ -06 


Allow Seven Words for Keyed Address 
Boxed Display Rates 





e CLASSIFIED A 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
net apply on Positions Wanted Advertise- 
ments 


REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


HARDWARE AGE is published every other 








Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


Address your correspondence and replies to 


HARDWARE AGE 
Classified Opportunities Dept. 




















PUTT UCCT Te TCT Tee Te $5.00 Thursday. Classified forms close 13 days s 
Rech additional inch......... ceeee 400 previous to date of publication. 239 West 39th St., New York City 
| 
HELP WANTED | BUSINESS OPPORTUNITIES | SALES ACCOUNTS WANTED 
« —_ a _ ———————— a } ee ee 
WE WANT AN EXPERIENCED HARD- FOR SALE: MODERN WELL-STOCKED | MANUFACTURERS’ LINES WANTED 
WARE MAN. Christian, one who understands | hardware_store in county seat town in Kansas. | FOR HARDWARE, electrical and automotive 
hardware, plumbing supplies, builders’ hardware | Address Box C-116, care of Harpware AGE, 239 | trade in States of Oregon, Washington, Idaho 
and store arrangements. One who will take | W. 39th St., N. Y. City. | and Utah. Straight commission basis. Can fur- 
interest in the business. Address Box C-139, | nish best of references. Correspondence invited 
care of HarpwaAre Ace, 239 W. 39th St., —— se Address Box C-103, care of Harpware Ace, 239 
N. Y. City. ROBINS HARDWARE STORE, FREDONIA, | W. 39th St., N. Y. City 
PA., established 63 years, for sale, {eee a 
: <= | estate, must sell quickly. Brick building, a sane 
frame building we rent, an empty lot for ware- | ge "PACTURERS me... “ S_WANTE! e 
house. Sell for cash at great disc . Ad- | - > Pe . 
SALES REPRESENTATIVES WANTED | ra C-143. =o Alia wi ecmsamne “Ace, 239 WwW.” trade in the states of Maine, New Hampshire. 
— pit cases ——— || 36h St. N.Y. Clty. Vermont and Massachusetts. Can furnish excel 
lent references. Correspondence invited. Address 
MANUFACTURER’S AGENT—FOR STA- | ——— —— | Box C-141, care of Harpware Acer, 239 W. 239th 
PLE YEAR-ROUND 10c seller, constant repeats - — _ e St. .. Y.. Ciee: 
and good commission. Item goes to wholesale TO CLOSE ESTATE, OLDES r AND larg- le 
hardware and automotive jobbers Address Box est hardware and furniture business in best smal] ee 
C-153, care of Harpware Ace, 239 W. 39th St., | city in Oregon. Store has held dominant posi- | .4ANUFACTURER’S REPRESENTATIVE 
N. Y. City. tion thirty years. Expect enormous development | ;QCATE]) IN DETRIOT, MICHIGAN wants 
| with completion Bonneville Dam close by. Own | established or new lines for lower Peninsula of 
Tor rs — | building; will sell with stock or not. Address— Michi - N Nine I holesale and 
nanenaadabiees - tani hidtaeel : se : , J gan. Now calling upon the wholesale an 
SALESMEN WANTED, CALLING ON RE E. A. Franz Company, Hood River, Oregon. large retail hardware, department and electrical 


lumber dealers, and building 

Good side line—liberal commis 
Write for particulars. Ad- 

care of Harpware Acer, 239 
City. 


TAIL 
supply 
sion 


hardware, 
dealers. 
all territories. 
Box C-142, 
39th Se.. NH. Y. 


TO CARRY 


and varnishes. 


dress 
Ww 


SALESMEN 


reputable paints 


FULL LINE 
Liberal commis- 


sion. All territories open. Good opportunity for 

men now calling on hardware, paint and wall | 
paper, department and automotive stores. Ex- 

clusive territories with full protection High- 

grade paints priced to meet competition. Ad 

lress Box C-140, care of Harpware Ace, 239 

W. 39th St., N. Y. City. 

SALESMEN WANTED— COVER NEW 
ENGLAND and southern states with complete 
line of popular-priced sporting goods such as 
haseballs, baseball gloves, tennis rackets, foot- 
balls, boxing gloves, etc. Prefer men calling on 
department and retail stores. May carry with 
allied lines. Correspondence strictly confidential. 
Commission basis. State full particulars. Ad- 
lress Box C-147, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 

WE NEED SEVERAL AGGRESSIVE | 





SALESMEN, who have a following in the whole- 
sale hardware field We have a builders’ hard 
ware specialty which enjoys a steady repeat busi- 


ness and which can be sold in large volume. 
Only those who are accustomed to large earn 
ings and can prove it, will be considered. Full 


application together 
30x -145, care of 
39th St., N. Y. City. 


details must 
with references. 
Harpware AGE, 


accompany your 
Address 
239 W. 





SALESMEN — TO REPRESENT OLD 
ESTABLISHED saw manufacturer offering com- 
plete line of saws, including crosscut saws and 
hand saws, to the hardware trade, opportunity to 
sell hardware jobbers and hardware dealers. Must 
travel most of time and have had experience sell- 
ing hardware jobbing trade. Give full details in 
first letter stating age, education, lines now car- 


ried, territory covered and how often. Address 
Box C-81, care of HARDWARE Ace, 239 W. 39th 
Se... N. VY. City. 
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FOR SALE—HARDWARE, HOUSE FUR- 
NISHING AND paint business; established over 
| 30 years in one of largest towns in Long Island. 
Fine modern fixtures, clean stock of about 
$15,000. Best location in town. Splendid oppor- 
tunity. Address Box C-137, care of HarpWare 
Ace, 239 W. 39th St., N. Y. City. 


| FOR SALE: CLEAN, UP-TO-DATE general 
| hardware store in county seat town of 3,000, 
located in heart of best central Illinois farming 
| district. 
| 








Also large factory pay-roll. Modern 
| display methods, reasonable rent, best location. 
$5,000 stock. Fixtures and finners’ tools very 


Address Box C-117, care HarpwareE 
39th St., N. Y. City. 


reasonable. 
Ace, 239 W. 





BUCK TAILS FOR FLYTIEING—three kinds 
from six to seventeen inches. Hackles. Squirrel 
tails. Polar bear hair. Jungle cock necks. Hooks, 
tinsel, vise, chenille, rooster necks, gut, floss. Fly- 
tieing outfit. Unclaimed deer heads, animals, rugs, 
fish, etc. Glass eyes. Scalps, head forms, shields. 
Address—Hofman’s Flytiers’ Taxidermist Studio, 
| 991 A Gates Avenue. Brooklyn, N. Y. 





| FOR SALE—HARDWARE AND PAINT 
| business on fine location in good community. 
Modern fixtures. Over 40 years in one family. 
Owner now deceased. Family offers lease on 
property. Only those wishing to continue busi- 
ness on the premises considered. Inspection in- 
vited at all times. Harrisburg, The Capitol City 
| of Pennsylvania. Address Box C-146, care of 
| Harpware AcE, 239 W. 39th St., N. Y. City. 








SALES ACCOUNTS WANTED 


SALESMAN TRAVELLING THROUGII 
THE EAST shortly with car, wants to represent 








manufacturer with fast moving line. Address 
Box C-152, care of Harpware AcE, 239 W. 
39th St., N. Y. City. 











Can furnish 





stores, lumber yards and plumbers. 
best of references. Correspondence invited. Ad- 
dress Box C-144, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 

MANUFACTURERS’ LINES WANTED 


FOR HARDWARE AND ELECTRICAL SUP- 
PLY TRADE IN STATES OF ARKANSAS. 
ALABAMA AND MISSISSIPPI. STRAIGHT 
COMMISSION BASIS. ONLY COMPLETE 
LINES OF RESPONSIBLE MANUFACTUR- 
ERS CONSIDERED. CORRESPONDENCE 
INVITED. ADDRESS BOX C-126, CARE OF 
HARDWARE AGE, 239 WEST 39TH ST., 
NEW YORK CITY. 





POSITIONS WANTED 


AT LIBERTY, HARDWARE MAN WITH 
twenty years’ experience in retail store, well 
versed in all lines, best of references. Address 
Box C-138, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 








MANUFACTURER'S AGENT WANTS 
LINES FOR distribution in St. Louis and vicin- 
or dealers. Ad- 


ity to manufacturers, jobbers 
dress Box C-149, care of Harpware Ace, 23¢ 
W. 39th St., N. Y. City. 





POSITION WANTED—MAN, 30 YEARS of 
age, in good health, have 12 years’ experience as 
Clerk, Bookkeeper and anager of General 
Hardware, Lumber, Sporting Goods, Paints and 
Stove Repairs. Best reference and bond fur- 
nished. Address Box C-130, care of Harpware 
Ace, 239 West 39th St., New York City. 





I WANT TO CONTACT A man who wishes 
to retire from active business. I am capable 
of taking complete charge, as I have a wide 
and extensive experience in the hardware and 
affiliated lines. Will furnish the best of refer- 
ences. Address Box C-129, care of Harpware 
Ace, 239 West 39th St., New York City. 


HARDWARE AGE 
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POSITIONS WANTED 





POSITIONS WANTED 


POSITIONS WANTED 








SALESMAN, WELL ACQUAINTED WITH 
WHOLESALE hardware trade in Kentucky, 
Tennessee and Southeastern States seeks connec- 
tion with manufacturer. Has traveled 11 years 
in this territory. Single. Not interested in side 
lines. Address Box No. 7594-A, Harpware AGE, 
82 Otis Bldg., Chicago, IIl. 








POSITION WANTED—AFTER NINE 
YEARS’ experience with same firm as electrician, 
plumber, steam fitting, hot air heating, oil heaters, 
metal roofing, etc., in prosperous village of 2,000, 
personal considerations force me to make a change. 
A-1 references. New York or Northern Pennsyl- 
vania community preferred. Address Box C-107, 
= of Harpware AcE, 239 W. 39th St., N. Y. 

ty 


HARDWARE MAN, FORTY-THREE YEARS 
of age, thoroughly experienced in retail and 
wholesale hardware, paints, sporting goods and 
kindred lines, both inside and outside, desires a 
position with responsible retail firm. Capable of 
buying, bookkeeping and store management. Sal- 
ary secondary. Free to go anywhere. Middle 
West or South preferred. Address Box C-30, care 
of Harpware AcE, 239 W. 39th St., N. Y. City. 


SINGLE LADY WITH SEVENTEEN 





YEARS’ experience as manager and owner of 
one of the oldest hardware, furniture and farm- 
ing implement business in South Florida, com- 
petent to do anything connected with a business | 
except stenographic. Reason for chang ay- 
fever and asthma. Want a position in the West 
So puthwest. Best of business references; 
photo will be sent on request. Address Box 
C-148, care of HarpwaAre AGE, 239 W. 39th St., | 
N. ¥. City 





SINGLE MAN, 41 YEARS OLD, 20 years’ 
experience in wholesale hardware business, de- 
sires position as traveling salesman to wholesale 
hardware trade either in Southeast or Southwest. 
Experience has been from “Office Boy” to secre 
tary and assistant manager, working through 
all departments. Can furnish A-i references. 
Address Box C-114, care of Harpware AcE, 
239 W. 39th St., New York City. 


BUILDERS’ HARDWARE CONTRACT 
MAN EXPERIENCED all types of building con- 
struction, listing quantities from architects’ plans 
and specifications, making schedules, details on 
template work, etc. Have managed entire de- 
partment. Wish connection with manufacturer 
or distributor of builders’ hardware. Address 
Box C-151, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 


MERCHANDISER— BUYER OF HARD- 
WARE IN all its branches, houseware, paint and 
kindred lines, five years manager of hardware 
department large chain store organization, thor- 
ough knowledge modern retail merchandising 
methods seeks connection with progressively- 
minded retailer in similar capacity. Age 34 
married. Address Box - 150, care of Harpw ARE 
AcE, 239 W. 39th St., N. Y. City. 


I WANT TO CONTACT A man who wishes 
to retire from active business. 
sales and managerial experience with the most 


HARDWARE STORE EXECUTIVE, NOW 
MANAGING large Eastern store, desires position 
where salary will be in line with his _profit- 
producing ability. Well versed in modern mer- 
chandising methods, stock control, display, adver- 
tising, etc. Thoroughly familiar with entire 
line. Young to have had 20 years’ actual experi- 
ence. Energetic. Best of health. Can buy to 


| meet competition and still make a profit. Can 


| also get real results from sales force. 


Finest 
Address Box C-132, care of HaArp- 
New York City. 


references. 
ware AGE, 239 West 39th St., 


ADMINISTRATIVE EXECUTIVE IN OF- 
FICE MANAGEMENT, ssystematizing credits, 
sales, collections, purchasing, correspondence, and 
sales promotion; while employed seeks a connec- 


| tion where some top man wishes to increase busi- 


Fifteen years 


progressive and successful hardware store in New | 
England ably fits me to manage or operate. In- | 


terested only in New York or New England. 
City or town under 25,000 preferred. 
Box C-154, care of HaRDWARE AcE, 239 W. 39th 
mm. F. Sie. 


Address | 


ness and delegate some of his burdens. The 
Company should be handling merchandise for in- 
dustries, farming, builders and contractors and 
may retail as well. This man can bring vision 
and accomplishments—University education, Chris- 
tian and married. The company may be in a small 
community but if good rating—believe they want 
to go further and become an outstanding factor 
in business, then for complete details write 5455 
Jonquil Ave., Baltimore, Maryland. 





Hardware Personnel 


Our files contain applications of several hundred ex- 
perienced and well-trained employees in the hard- 


ware industries 
NO CHARGE TO EMPLOYERS FOR THIS 
rr 


p to you, just phone 
M RSsOCIATED “PLACEMENT | nang nol 


152 West 42nd Street ‘ork City 
WIS. 7-1802, 1803 























Their Classified Ad in Hardware Age Showed 
This Publication’s Great Pulling Power 


This interesting letter from a well known lock company shows what only ONE insertion 


in Hardware Age accomplished. 


used “Ten to Three”. 


It out-pulled all the other hardware trade publications 
It is just such quick, tangible results as this that make Hardware 


Age the most dependable medium for Classified as well as Display Advertising for 
manufacturers of Hardware and kindred products. 





"In response to yours of the 3lst, 


it is our intention to run this ad only 
once, and you no doubt will be interested in learning that’we ran this ad 
in three different hardware trade magazines, and received fourteen replies. 








Ten of these were received from the Hardware Age, 








other magazines, 


and one only from the other magazine. 
publication a batting average of about 75% and indicates very elearly 


three from one of the 


This gives your 














which of the hardware trade publications has the greatest pulling power." 











HARDWARE AGE 


Schlage Lock Co. 
(Signed) John A. Mansergh, 
Sales Manager 





239 West 39th St., A Chilton Publication New York, N. Y. 


® 


A.B.C.—Charter Member—A.B.P. Inc. 














JULY 2, 1936 
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A E — —_~ Gicccinivdecnsods 77 | Rubberset Co. .....casccecese = 
. _ > a: rer — | Ruby Chemical Co. .......... — 
—_ ope eee -—— vale Lesh se  bidinke niasiewa’ 3 Lufkin Rule Co., The........ Russell, Burdsall & Ward Bolt 
Bemetine Ce. cccccccccsscce ~- OGG TEER. CO... ccccacsccccce B& Net Co. cccciccccccecece _— 
Se Bs GM. bees ci cddacseds ~— | Easy Washing Mach. Corp..... — 
Allith-Prouty Mfg. Co. ...... Eclipse Machine Co. .......... -— M 
Alumaweld Co. ot America.... PEEING. (nb3n-42cné oe deen’ 77 Ss 
American Chain Co., Inc. — eee 82 | McKay Company, The ...... ~- 
American Fork & Hoe Co...... 2 | Enterprise Aluminum Co., The. — | McKinney Mfg. Co. .......... — | Samson Cordage Works ...... -—— 
American Grease Stick Co..... — | Evansville Tool Works, Inc..... 64 | Majestic Co., The ............ — | Sandvik Saw & Tool Corp..... 77 
American Safety Razor Corp... es Se eae — | Malleable Iron Range Co...... a= | Sapolim, ERC. .ccccscvcsisccces - 
American Sheet & Tin Pl-te Co. Marathon Razor Blade Co., Inc. — | Savage Arms Corp. ......-+-- _ 
(U. S. Steel Corp. Subsidi- | Marble Arms & Mfg. Co...... — | Saylor-Beall Mfg. Co......... _ 
a er a a eee er ey F mt eg RS ee toe -- ee _——- _ ase ses ~~ 
American Steel & Wire Co Master eae aa — chaible Foundry & Brass Works 
a S. Steel Corp. Subsidi- Fargo Fitting Co............. 76 eens Tool Corp., David.... 68 Co., mae — ‘i aebamaes - 
EN eo arias a Shee aiek 1 | Faultless Caster Corp.......... oe etal Sponge Sales Corp...... 71 | Schalk Chemical Co. .......+- = 
Fe be — etideina tc 53 | Fireline Stove & Semis Lining — Pe Yr acvemese as - —. “e 4 — etree astm -— 
merican ire Fabrics Co..... - RS Bes Ba 70 idway BEN GM éccacess 62 chroeder & Tremayne, Inc..... — 
Ames Baldwin Wyoming Co... 61 | Flexible Steel Lacing Co....... 69 | Milcor Steel Co. ............ — | Seaside Hotel, The .......... 73 
poe tre > of America. — | Florence Stove Co. ........... ? a Robert E......... 82 SteRci prose Powder & aos ss 
weade Mig. Co. .....0...05. ee | eee _ MOOTe DEMO CO. cccrscccsces — | Sheffield Bronze Powder ten- 
Archer, Daniels, Midland Co... — | Fox Gun Div. of Savage Arms Minnesota Mining & Mfg. Co. — cil Co., Inc. ...-...seeeeeee 77 
Armstrong-Bray & Co. ....... ee ee Monark Silver King, Inc....... — | Shelby Cycle Co. » The......... < 
Armstrong Bros. Tool Co...... 66 | Frantz Mfg. Co.............-.. Moore Push Pin Co........... 82 | Sherman Mfg. Co., H. B...... 70 
Armstrong Mfg. Co........... om | Prigueeite COs 6 o055ccesccecs — | Morse Twist Drill & Machine Sherwin-Williams Co., The. -- 
Atkins & Co., E. C. Sadia | _. PSE RR Pe oe — | Silver Lake Co. .....cccsesees -- 
Bie TH COR. coc ccs cccces — | Motor Wheel Corp., Heater Div. 10 | Sloane, W. & . Selling Agents 
Automatic Burner Corp........ 12 G Moulton Ladder Mfg. Co., The 82 Div. wcccccccccccccescccecs _ 
Muralo Co., Inc., The........ =~ | Senith, Enc., Landon P......+- - 
Oa a ii sia dow atic __ | Murphy’s Sons Co., Robert.... 77 | Standard Fence Co. (U. S. Steel 
B Gardiner Metal Co. ........... emg og Products Co., The.. 73 8 oor Be eaneenet=s — 
. . . .s | Myers ro. Co., The F 6 tandar ‘ool Co., ’ ee eeee —_ 
eT Es rrr ee — ee i Corp “eats _ ’ ' Stanley Rule & Level Plant.. — 
Barrett Company, The........ S7 | Genaval Binetiic Ca.. Beidwcoort Stanley Works, The ........- 4 
Bassick Company, The ....... - Coma. . ae _— N Star Heel Plate Co........... - 
Behr-Manning Corp. .......... Genassl Wace Co. GC. B Re } Sees OB Ca. TE Cin ccccccics — 
OS Se: 2 eee frigerator ee Sia | National Brass Co. .......... — | Stevens Arms Co., J.......-- — 
Bethlehem Steel Company..... General Electric Co., Hotpoint National Carbon Co., Inc...... — | Stewart Iron Works Co., Inc., 
Bissell Carpet Sweeper Co...... Refrigerator Div ™ National Cash Register Co., The - TE Adetgce eee habbdnaseedas 76 
Blaisdell Pencil Co............ — | General Electric Co., Nela Park. National Lead Company....... — | Sure Grip Rope Clamp Co.. — 
Bommer Spring Hinge Co..... 82 Cleveland, Ohio . ea)  «§ oa 81 | Swartzbaugh Mfg. Co......... — 
Bond Electric Corp. .......... —- | Gee Domes Washer Co........ National Pressure Cooker Co., 
— Woven Hose & Rubber Giant Grip Mfg. Rr sk cs : ME Sh tcekesinbresn anus 
OES SE, PEE ee ee ree 5 -. ‘The & National Screen Co. .......... ¥ 3 
Bo le Go. Te A. & .. u oan 5 A mony Saga oh, me - New Haven Ciock Co., The. 
Briggs & Stratton Corp. ...... - Glidden Company ee New York Housewares Mfrs. Taylor Instrument Companies.. - 
Bristol-Myers Co. ......... .. | Goldsmith Sons, Inc.. The P... Re eS 61 | Tennessee Coal, Iron & R.R. 
ne cae 3 eee : Goodyear Tire & Rubber Co... [pm nae Saree 6 be ey S. Steel Corp. Sub- r 
2S ee aa 77 | Graham M Sa pene optincaiar 7 North American Press, The.... 73 sidiary) ....- ptt eee e eee eees 
Buckeye Aluminum Co., The... Grandinett Alte. "a, See 72 | Northwestern Barb Wire Co... —| Three-in-One Oil (The A. S. 
Bunting System, The ........ $3 | Gray & Dadley .....ccccccess — | Norton Abrasives ............ - (S| SS OS eee -- 
Burden Iron Co., The......... — | Greenfield od & Die Corp.. Norton Door Closer Co........ - Thompson & Son Co., The 
| Greenlee Tool Co. .......... cS , Seer ere 69 
c | Griffin Mfg. Co. ............. ve Tilette Cement Co., Inc....... — 
| Gulf Refining Company ...... oy oO Trico Fuse Mfg. Co........... 
C-K-R Co.. The...... | Tubular Rivet & Stud Co..... ~- 
Cuseuell Mite Co. the... 27 | pa ae A bony eee ee Turner Brass Works, The.. - 
Carborundum Co., The........ =—_ | H Ok wi — The mM HRS OS Se Kes 
Carthage Mills, Inc. .......... 75 | aoa oo at — U 
Celluloid Corporation ......... om — an” se 81 sdorn Mig. L0., Cece cccece 82 
Chain Products Co., The...... 81 | Hanover Wire Cloth Co....... 75 Ini ‘- 
Cheney Hammer Corp., Henry. -—| Harris Hdw. & Mfg. Co., Inc., a wag Ma gat’ gg ees ae 
Chicago Lock Co. .......... A . BI ‘Acuictbademeccat die © +a 72 | P Union Hardware Co : pa g 
Chicago Rawhide Mfg. Co..... 76 | Hewkins Company, The ...... ~~ | Patent Novelty Co., The...... — *“— States Electric Mfg. 
Chicago Spring Hinge Co... ._ | Hazard Insulated Wire Works. . Pek. S & Wil ‘ Cor * 
Chicago Wheel & Mfg. Co... Hickling & Weiner Co. ........ 61 ee ie ode ...o....s 
Cieee res. Belt Ca....< 2.0. cms. | SHOE MEM, GOR cciicc se. a Pectecti aint Co., Inc......... 67 U. Ss. St r c - * ‘Subsidiaries @ 
Clayton & Lambert Mfg. Co 77 | Hotels, DeWitt Operated ...... 73 er ection Stove Co. ........ 63 ; ee orp. Subsidiaries 
= : . o>) Mipaeaiien Ws GAR. 5 a 'e.cia,din.e-0b-< 3 United States Steel Products Co. 
Clemson Bros., Inc. ......... — | Hotel, The Seaside .......... 73 | Stet Gao Tool C G w, Steel Cor Subsidi- 
Cleveland Wire Spring Co., The 76 | Hoppe, Inc., Frank A....... 75 Pitchers "eis Pail "to a Be eee sf 1 
Clover Mfg. Co. ............ —| Hoyt & Worthen Tanning Corp (Meade We) sv ccicccivcss. — Utica Drop Forge & Tool Co.. — 
Coburn Trolley Track Co...... 81 | Hustler Corporation .......... | Pittsburgh Pi Glass C 
Ce & Stove Co., The 9 | | "(Paint Div. os signe . 
Eh. MM con 644-60 se ses - Sion ee a * teteagr 
Columbia Steel Co. (U. S. Steel I | Pe Fee See id 
Corp. Subsidiary) _(Pennvernon Pe — 
. “e. ATY) seeeeeeee ; oe | Pit‘shurgh Plate Glass Co Valentine & Co. . 2.0.0 6006s000 — 
Columbian Rope et ooo ees 82 | Independent Lock ¢ O. weeeeees | (Store Fronts) 64 | Vaughan & Bushnell Mfg. Ca.. 2 
Commercial Factors Corp. .... — Indiana Steel & Wire Co....... | Pittsburgh Steel * igen ie | Victor Electric Products, Inc... — 
Conco Engineering Works..... — | Ingersoll Steel & Disc Co..... | Ply DS Canine: Eo 4 Vichek Tool Co., The ida 
Continental Screw Co. ....... 69 | International Harvester Co. of | i ymout ordage Ue nee eeee - ae) Perrerrie 
Continental Steel Corp. ...... pe De ee eres eee 55 | ne eee Co., a ps 
oT % SR & eer — | Irwin Auger Bit Company, The | Sai ate sag a — €.... 69 Ww 
Corbin Cabinet Lock Co....... 71 | Protection Products Mfg. Co... 
Corbin Screw Corp., The ..... West Bend Aluminum Co..... = 
Coughlan Co., G. N. ......... - J R Western Cartridge Co. ........ — 
Cross & Co., Inc., W. W...... 81 Western Clock Co............ -- 
Cuprinol, Inc. AEE et — | Jones & Laughlin Steel Corp... : Westfield Mfg. Co. .......... — 
Cyclone Fence Co. (U. S. Steel Railway Express Agency, Inc... Weston Electrical Instrument 
"Gea Subsidiar ) , otee Raybestos-Manhattzn, Inc. Corp = 
Pp. « SOGIRTY) cccccsece a K . (Raybestos_ he Whiting. a ~~ Cococcecoves 
ay-O-Vac Me God bas 6 cs eue @ ~~ ie 
D Keystone Steel & Wire Co..... Reflector Hardware Corp. ..... 65 LS ae — Steel ee be 
Klein & Sons, M........-.... Republic Steel Corp. ...... “*** —~ | Winchester Repeating Arms Co. 84 
Dazey Churn & Mfg. Co...... GS | Came Ch, BB. Be ccccccescss — | Republic Steel Corp. (Upson Woodruff & Son _ 
De Laval Separator Co., The.. - 1 a ae - ‘Wosute B Cc cnlgha Sn 
Delta Mfg. Co., The ......... Reynolds Wire Co. .......... 8! Worthington Co “The Geo Gouin yee 
DeWitt Operated Hotels...... 73 L Rich Pump & Ladder Co., The — | wricht Dradarts Mig Co gaily ier 
Dixon Crucible Co., Joseph.... 60 Richards-Wilcox Mfg. Co...... — | wright Steel & Wi c G. F. 71 
MRS TEs UE cet eaannadss — | Laclede Steel Co. ..........++ — | Ridge Tool Co., The.......... — a 
Disston & Sons, Inc., Henry — | Libbey-Owens-Ford Glass Co... -—- | Rixson Co., The Oscar C...... —_ 
Domes of Silence ........... 2 | Lincoln-Schlueter Floor Machine Robertson, Arthur R. ........ — Y 
Du Pont de Nemours & Co., GA. Littcundavesdidawecsessses — | Rochester Sash Balance Co.,Inc. 76 
et Saree —_ Lockwood Hdwe. Mfg. Co.. — | Roper Corp., Geo. D.......00. — ! Yale & Towne Mfg. Co....... 3 














HARDWARE 









sIt 





“NI 
a 


1 | 





4 HAMILTON BEACH 
Neebes 


s FREEZER 
IT'S NEW 


—just what your customers 
want. Makes smooth, old- 
fashioned ice cream in electric 
refrigerators. The motor-driven 
paddles stir the mixture as it 
freezes. Fits into the freezing 
compartment of most electric 
refrigerators. 


NATIONALLY ADVERTISED 


More than 19,000,000 messages in The 
Saturday Evening Post, Woman’s Home 
Companion, Better Homes and Gardens 
and American Home will tell your cus- 
tomers about the new Iceless Freezer. 
Special tie-up material—displays, fold- 
ers, newspaper mats furnished dealers— 
free on request. Order from your Jobber. 


HAMILTON BEACH CO., RACINE, WIS. 












LOOK FOR THE DISTINCTIVE 
CROSS PACKAGE 


red-white-black 
YOUR CUSTOMERS DO! 


all 
O. K. 


if they're 
W. W. CROSS & CO. INC., EAST JAFFREY, N. H. 


ys 
6 
- 
A 
0 
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COBURN 


SLIDING DOOR HARDWARE 


@® For almost half a century, Coburn 
has been making Sliding Door 
Hardware. We have had every 
conceivable type of sliding door 
problem presented to us, and we 
have solved practically all of 
them. Why not send your problem 
to us? Our previous experience is 
your guarantee of complete satis- 
faction. 


Since 1888 Coburn Products Have Been Dependable 


COBURN TROLLEY TRACK CO. 
50 CANAL STREET, HOLYOKE, MASS. 





















The items below are 
all big sellers: 


SLIDING DOOR HANGERS 
SLIDING DOOR RAIL 
GARAGE HARDWARE 

DOOR LATCHES 
SCREEN HAROWARE 

STRAP AND TEE HINGES 

HALF SURFACE BUTTS 
MORTISE BUTTS 





HARDWARE 


ORNAMENTAL HINGES 
CUPBOARD TURNS 
SASH LOCKS 
SASH LIFTS 


Fete all the specifications of 
exacting builders. Acomplete 
line; modern in design and built of 
the finest materials. 


A catalog presenting the facts 
awaits your request. 











National Manufacturing Co. 
STERLING *: ILLINOIS 

















Stock and Profit with 


“G & B” QUALITY Products 


POULTRY NETTING 
STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 


SCREEN WIRE CLOTH: 
“PEA RL”’ 

“ACME” ELECTRO GALVANIZED 
PAINTED BLACK 
COPPER 
BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Bstablished 1818. America’s Oldest Woven Wire Factory-Manufacturors 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Blue Island, Il. Kansas City, Mo. 
San Francisco 


WIRE 
Goops 


GéB 


QUALITY 


Provucts 


















REAL sales representa- 
tives advertise in the 
"Sales Accounts Wanted" 
columns of the classi- 
fied advertising section 


of HARDWARE AGE. 
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Cuan tor tarm, nome, aud 
industrial use — scientifically 
merchandised by the 1936 
Hodell Plan makes these won- 
derful profits possible. 

Why let your competitors get 
all this lucrative business— 
write today for complete de- 
tails and start enjoying your 
share. 

THE CHAIN PRODUCTS CO. 
3934 Cooper Ave., Cleveland, Ohio 


Fetahliched 1RRG 


Nodelt. COIL ~ rl 





ATYPE AND SIZE FOR EVERY PURPOSE 





RED EDGE SCREEN CLOTH 


Positive 
Identification 


Means More Sales... 


Your customers will see the merits of 
Red Edge Screen Cloth at a glance— 

and once they buy Red Edge they’ll al- Giee ued aie 
ways repeat. Keep the Red Edge roll zine) 

out in front so they can see what they oe a 


want. Write for sales helps. Sun-Red Edge Bronze 


REYNOLDS WIRE CO., DIXON, ILL. 





‘TRAGe MARK RES US ORT. OFF, 


BRANDS 
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Every Step a 
Safe Step 


MOULTON 
LADDERS 


Whatever type of Moulton Ladder 
you sell, rest assured of absolute 
dependability. For household use 
we recommend our WESTERN 
Step Ladder—a sturdy, safe, full 
ladder with Cadmium 
and Galvanized Ears 
Legs 1% in. Treads 
to 8 ft. inel. 
Ibs. per foot. 





rodded 
Hardware 
Sides 
3% in. Sizes: 4 
Wet. approx. 2% 
Many other types. 


25% in. 


Send for Literature and Trade-prices. 


THE MOULTON LADDER MFG. CO. 
Mass. 


Somerville 


" SBOE * 
BRUSHES 


mean more profit from your brush counter. 
Ask your jobber. 


ThE OSBORN MANUFACTURING COMPANY 
Cleveland, Ohio 


5401 Hamilton Avenue 


Sales Offices: New York-Detroit-Chicago-San Francisco 








BOMMER 


Standard Type 
Lavatory Partition Fittings and 
Stall Door Hardware 


Send for Catalog No. 55 








BOMMER SPRING HINGE CO., Brooklyn, N. Y. 


MOLDED RUBBER GOODS 
- & = | a 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to manu- 
facture most anything for your special re- 
quirements. Catalogue No. 50 on request. 


ELASTIC TIP a 
370 Atlantic Ave., Boston, 
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To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in %4 inch diameter and larger. 





Columbi Rope C pany, Auburn, ‘ ‘The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 


Genuine hOMES & SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 

405 SET- 10S SET- 10% SET SAVE FURNITURE 
) & FLOORS-CREATE QUIET 
Look for words DOMES of SILENCE” 
F INSULATED- NOISELESS FOR TILE 


CEMENT OR MARBLE FLOORS IN 
BATH ROOMS, RESTAURANTS, ETC. 


LARGE SIZE FOR METAL & WOOD BEDS 
y LARGE CHAIRS & ALL FURNITURE.. 


Ask your Jobber— 
lf he is not supplied, write to 


DOMES of SILENCE, Inc., 35 Pearl St., N. Y. C. 
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Increase dime sales WITH THIS NEW ALL-METAL 
REVOLVING DISPLAY CABINET... . . is FREE! 


With an order for only 72 window 
front packets of Moore Push-Pins, 
glass and aluminum heads, and push- 
less hangers, you can receive absolutely 
free, this new, attractive revolving dis- 
play cabinet . .. Dealers everywhere have 
told us that sales literally jumped the 
day they placed it on their counter, 
Start this very day to increase your 
dime sales...order from your jobber. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 

















MADE-TO-ORDER 
PERSONALIZED 
BUSINESS GETTING 
MAGAZINES 


Ten years of constructive service te the Hardware 
Trade has established Bunting Store Magazines as 
resultful, direct-to-home advertising media. 

A tested means of cooperative sales effort for 


Ask about the New 
aggressive dealers, jobbers and manufacturers. 


Bunting Service 


The Bunting System 


NORTH CHICAGO, ILL. 
HARDWARE AGE 








Hardware Buyers Say: //is 
Buyer’s Guide Is Indispensable.” 


THEY TURN TO IT INSTINCTIVELY WHEN 
“LOOKING UP” NEEDED MERCHANDISE 


The 


1936-37 Edition 
of the 


ANNUAL 
MERCHANDISE DIRECTORY 
NUMBER 
of Hardware Age 


the Only Buyer’s Guide in the 
Hardware Trade is 





W ITH this new edition of the Buyer’s Guide, you will be able to locate in a jiffy the sources of 
supply to fill any orders you receive. You will have at your fingertips the names and addresses of more 
than 13,000 manufacturers of all products of interest to the hardware buyer, listed by products for 
ready reference. The book contains 5,000 Main Product Headings—52,000 listings in all. It also 
brings you listings of Manufacturers’ Trade Names and Jobbers’ Brands, together with many charts 
and tables which will show you how to Figure Resale Prices on Screen Wire, Rope, Sashcord, Nails; 
—How to Figure Stock Turnover, Net Profits, the Cost of Doing Business, the Equivalents of “Each” 
and “Dozen” Prices and the Selling Price on Any Article, a Glossary of Builders Hardware Terms. 

This great reference book will come to you as the August 27 issue of‘ Hardware Age, as part 
of your regular subscription, at no extra cost. 

Don’t miss your copy! Make sure that your subscription is in good order. This will insure 
you receiving your copy of the Directory Number promptly upon publication. If your subscription is 
ready for renewal—take care of it at once, send in your remittance today! 

If you are not a subscriber to Hardware Age and are not familiar with the Directory Number 
and how helpful it and other issues of Hardware Age will be to you, ask your friends who do sub- 
scribe. You will surely find a subscriber to Hardware Age near you, since Hardware Age goes to 
dealers and jobbers in 6876 cities, towns and villages. 





Pin your check or $1 bill to the coupon below, sign it and mail today. so that we can either enter 
your subscription or renew it and reserve for you your copy of the Merchandise Directory Number 
SSS SSS SSS SSS SSS SSS SSS CSS SSS SSS SSS SSS SSS STS STS SSS TSS Ss eT 

Hardware Age 
239 West 39th Street Date. 
New York, N. Y. 


Enclosed is my remittance of $1.00 (Canada $2.00—Foreign countries not taking domestic rates, $2.50) for which 
please enter my new (or renewal ) subscription to Hardware Age for one year (twenty-six issues includ- 
ing the “Annual Directory Number” to be published August 27th). 


Name. 
Address... 
City... 
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TRADE MARK 


Slams Out THREE MOF 


A New 
Lever Action 
Big Game Rifle 


A New 
Popular Priced 
Single Shotgun 


A New 
Heavy 12-Gauge 
Duck Gun 


EAVE it-ta Winchester! Three more new real Red Arrow sellers for 
your show window—each meeting a definite popular demand . . . 

For the growing army of big game hunters who are lever-action minded— 
the powerful new Winchester universal big game rifle—Model 71, with its 
86 Golden Jubilee action and its new fast-stepping heavy-hitting cartridges, 
Super Speed .348 Winchester caliber. Muzzle velocity 2920 f.p.s. with 150 
grain bullet, 2535 with 200 gr. And power! 2840 and 2860 ft. lbs. muzzle 
energy respectively. 

For the hotde of hunters who need new shotguns but still feel low in the 

cketbook—ainew single shot Winchester in the same bracket as a popular- 
priced .22 rifle! Model 37 Steelbilt Single Shotgun—all metal parts steel—is 
there with all’the superiority you expect in a Winchester. Full range of 
gauges, 12 to .410. 

And for dyed-in-the-wool wildfowl hunters—the new Heavy 12 Gauge 
Winchester Model 12 Duck Gun, chambered for the new Winchester Super 
Speed powerful long-range 3-inch shells. Like yourself, these hunters need 
no introduction to Model 12, “The Perfect Repeater’! And here are all of 
Model 12’s fathous excellences—with the new harder-hitting, extra long 
range feature added. 

The shootegs of your trading district already are hearing plenty about 
these new Winchesters. And they’ll hear and read plenty more in Fall mag- 
azines. Stock Models 71, 37 and Heavy Model 12 Duck Gun now. Order 
through your'Jobber. Write us for new Folders about them for your trade. 


WINCHESTER REPEATING ARMS CO., NEW HAVEN, CONN., U. S. A. 


HARDWARE AGE 
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